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U.S. Mining Is 
NATIONWIDE NOT REGIONAL 


31 of the 48 States Have Important Production 
of Metals and Non-Metallics 


Ore Tonnage 75% Ore Tonnage 25% 
3303 Mines 1124 Mines 
66 Smelters and Refineries 62 Smelters and Refineries 


E&MJ Domestic Circulation 69.1% E&MJ Domestic Circulation 30.9% 


High demands and high metal prices have brought about expanded 
production stimulated by a better prospect of profits 


Larger mines are planning to mine low-grade ores 

Small mines are reopening 

Many producers of marginal ores are back in production 

For manufacturers this means — now —an increased market for 
new equipment, replacement parts and supplies—to dig, crush, grind, 


transport, concentrate, sinter, smelt and refine the greater quantities 


of abrasive ore required to meet the demands for metals 


PGA ATA LEAL. burean of Circulation 
iI» =a 


A McGRAW-HILL PUBLICATION *© 330 WEST 42nd STREET © NEW YORK, 18, N. ¥. 





T. R. Produces 


Volume Sales 


Among the 8,500 T. R. 
Advertisers are approximately 
2,000 who use no other media. 
T. R. produces sales for 
these companies in sufficient 


volume to justify their renewal, 





year after year, in Thomas 


Register ... exclusively. 


Indisputabie proof that 
T. R. produces valuable sales 
contacts at the time buying is 


contemplated. Proof, too, that— 





HABITUALLY CONSULTED BY ALL DEPARTMENT HEADS, REPRESENTING 
60% OF THE TOTAL INDUSTRIAL PURCHASING POWER OF THE U. S., 
WHO ARE CONCERNED WITH WHAT TO BUY & WHERE TO BUY. 


96% ABC Paid Circulation 


THOMAS REGISTER 


461 EIGHTH AVENUE » NEW!YORK 1, 
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AMERICAN ARTISAN Reports on 
Warm Air Heating Sales in Minneapolis 


1] REY Firms Do 
80% of Volume 


Minneapolis, Minnesota has in effect a 
strict heating ordinance, requiring deal- 
ers to operate under types of work: 


$430,255 
318,942 
259,150 
151,740 
105,537 
102,990 
97 560 
86,975 
58,965 
63,860 
44,445 


The records of licenses issued and per- 
mits granted thus provide an official, 
completely factual study of heating sales 
in Minneapolis. They reveal, without 
prejudice or guessing, the volume of 
work done in each type of heating, deal- 
ers who sold these jobs, makes of 
products used. 


With the cooperation of Minneapolis’ 
Bidg. Dept., the ARTISAN recently 
tabulated for the entire year 1949 this 
license and permit information as it ap- 
plies to warm air furnace sales — a 
brief summary of our Complete Study 
here presented. 





16to 50 294 $189,686 


7 
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Note at right thatonly 11 dealers 
(22°) handle 82° by volume of all 
gravity furnace and winter air condi- 
tioning sales — that only 15 dealers 


rating 
handle 90°: of the total volume. yr 


lers 
heating decler ake of 


1949. For the * 


DEALERS LISTED ACCORDING TO TOTAL VOLUME 


* winter Air 
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326 $257,880 
312 (234,272 
152 146,660 
174 © 146,595 
89 80,897 
55 56,830 
93,300 
73,500 
33,380 
43,340 
25,205 


$172,375 
84,670 
112,490 
5,145 
24,640 
46,160 
4,260 
13,475 
25,585 
20,520 
16,240 
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40 
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, of total volume 
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of total Volume 


168 $132,456 
126 $ 57 400 es 
1,333 $638 150 1,735 $! 464,050 
Conditions Furnoces ' 
lative Percer 
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Hy SHOS0S 
GOOD HM 11 


Are PAID Subscribers to the ARTISAN 


In Minneapolis a total of 28 warm air heating dealers are 
paid subscribers to AMERICAN ARTISAN 





AA 





These 28 sold over 2,700 furnaces or 90% of the total 
volume in 1949. This readership includes 10 of the 11 
KEY dealers, doing more than 80‘: of the business 
and if you care to check any other market area, you will 
find a similar picture 


Yes, the ARTISAN offers you the most complete cover- 
age obtainable of KEY dealers country-wide, plus all other 
distribution factors vital to volume sales from this great 
warm air heating market 


Beyond question, in the ARTISAN (only 100%-paid 
book in the field) will your advertising count most 





KEENEY PUBLISHING.... » 


\ Write for Complete Study 


Naturally, this Keeney ad can carry 
only the highlights of the Minneapolis 
Study. The complete record (14 
pages) contains much additional im- 
portant market data. Write for your 


copy today. 


— 


AZ 


MICHIGAN CHICAGO 
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Industrial Marketing 


For contents of previous issues of Industrial Marketing, consult the Industrial Arts Index in the library 


G. D. Crain Jr., Publ : Annual Market Data and Directory Number 


EDITORIAL TAFF Murray E. Crain, Editor 


Bob Aitchison, Editor Ge BUSINESS STAFF 

Merle Kingman, Managing Editor 

Charles Downes, Eastern Editor C. B. Groomes. Business Manager 
Margaret C. Lucas, Associate Editor Jack C. Gafford, Advertising Director 
Hal Burnett, Contributing Editor Gorden D. Lewis, Mgr. Sales and Service 
Keith J. Evans, Contributing Editor Carl Magnuson, Promotion Manager 
Stanley E. Cohen. Washington F r George F. Schmidt, Adv. Production Mgr 
Tom Reaki, Art Direct Frank W. Miles, Circulation Director 


CONTENTS Departments 


What industrial advertisers plan in 1951 . . B 
Advertising will look closer at media . . 
Industry's 1951 prosperous, complicated . . editor 
™. 
1951 industrial calendar review .. Merle Kingmar 
Are sales call reports worth the cost? . . 
How to make catalogs go beyond advertising . . 
Top management forum . . 
What redesign of Industrial Marketing means to its readers 
How hard must we sell with demand ahead of supply? . . 
How Atlas developed its ‘best’ promotional idea . . 


How Anaconda works employe clubs. . 


Check your message before limiting audience . . ‘ 








*And in Paris, France « De Lyon, France - Stockholm, Sweden - Vancouver, B.C. - Maple, Ortario + Osaka, J 


Every one wrote carefully of a unique experience — an experience gained from 
research, from experiment, from solving a routine, work-a-day problem — even 
from facing an emergency. Every one was anxious to feed his facts, his tabula- 
tions and drawings into the industry's great “inter-com system” so that other 
industry men could quickly focus new knowledge upon their problems. Every 
author knows that contributing new knowledge to the industry is richly worth- 


while. For he, in turn, benefits from the work and writing of others. 


In this light it’s easy to see the force which Electrical World puts into 
motion, It works for technical and management progress, through the swift and 
expert interchange of knowledge, from coast to coast. 


This same force applies itself to your advertising when you make your stor 
useful to the man on the job. For action in the Great-Growth Industry 
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| UNTER-COM SYSTEM" 
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JOURNAL OF THE GREAT GROWTH INDUSTRY FOR 76 YEARS 
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Manufacturers of 


@ Plumbing @ Home Laundry Equipment 
@ Kitchen Appliances @ Heating Systems 
@ Water Heaters @ Controls 


livo Forces Working Logether 


7 hl 
‘OMBESTIC ENGINEERING contractor-dealer readers ere not ly aggressive merchandisers 
te a ©, wat £ ee 


DOMESTIC 


our Products 


ENGINEERING fies 


Merchandises 


CONTRACTOR-DEALER Tiigideeaaaa 


Sells 
Your Products 


Installs 
Your Products 


Because DOMESTIC ENGI 
are coptractors as We as deals 


Services 
four Products 


Your 


..- Logether They 


Ask To See Positive Proof O4 DOMESTIC ENGINEERING 


Contractor-Deoler Leadership 
One outstanding horacterrst of th 18) winner n DOMESTIC ENG 


NEERING’S 1950 All-industry Merchandising Con was that they wer 


rot nly agaress 


sntest of how ?t 


nstall and serv 
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@ Water Supply Systems @ Oil and Gas Burners 
@ Refrigeration @ Air Conditioning 
@ Insulation. » i 


DOMESTIC ENGINEERING Magazine ce the mmplete job for all manufacturers of the 
meets the eeds «f contracter-dealers Readers of 

DOMESTIC ENGINEERING make rometional aids. merchandising assistance 
nstallation information and service DOMESTIC BNGINEFRING's etitoria 
Manuf s benef lirectiy from this alert ree ship and active 
DOMESTIC ENGINEERING sponsored selling cam 

feally, DOMESTIC ENGINERRING as developed « 


ark * listribution aics 


products listed above because it 


| Originates 
All a Programs 


Typies a ts 


c effur s the survey presented 
» the Natia al Production Authority ’ 
DOMESTIC ENGINEERING On Call 
National Defense a plea for continuing ade 
a pratuctiarn “ normal mumbing ml 
ing . DOMESTIC ENGINEER 


Merchandising Trends 


DOMESTIC 


Merrhandising ts an old story with 
ENGINERRING readers For years our 
ribers have beer mulated in their up-to 


Hing methe 


» furnish ed with window posters 
oners, © spape? mats and other 

splay material ir DOMESTIC ENGINEER 
INO * many pregrame of direct selling sids 
nied in this program has been such m 

a “Little Dre a@ Water and} Della 
the Drair Replace Worn Out Far ‘ 

(ease Firing by Hand. Get A 


wt Fills Complete 
Contractor-Dealer Needs 


aera oat ENG INEERIN 


Furnishes 
Complete Mfrs.’ Services 


DOMESTIC ENGINEERING has for 
omplete program « 


You Can Do The Complete Job With DOMESTIC ENGINEERING 
and DOMESTIC ENGINEERING CATALOG DIRECTORY 


DOMESTIC ENGINEERING offers man 
to actively promote their product to 
rchandise and sell plumbing. heating 


DOMESTIC ENGINEERING CATALOG DIRECTORY 


atalog their material for easy daily refer by 
agineers and larae ontractors 


DOMESTIC 


MAGAZINE 


DOMESTIC ENGINES RING 
Menhendising Content fest completed. 
Creates 

Selling Aids 


eA rr es 











What ts 


THE 
MARSTELLER 





co.2 o 


a 


The Marsteller Co. is a new marketing 
onsulting organization. From it yo 


uy ily owe mmodities 
Ideas 
Facts 
Both highly perishable; | ofter 
lificule to come by 


hose of us who are The Marsteller Cx 
are, by some standards, rather young 
Young enough, anyway, to have some 
ideas that haven't been trampled « 
Jeath by superstition or tradition 
Young enough, also, to believe char 
there are lots of new ideas in marketi 
yet to be profitably explored 


Yet, we've been around long enor 
pile up a good deal of experience 
selling, promoting, advertising and 
analyzing a wide variety of products 
and markets 


Perhaps that's why, even before we 
opened our doors, we had been hired 
by some successful and well-known 
manufacturers, advertising agencies and 
publishers to feed them marketing 
ideas and to isolate marketing fact 


about their businesses 


We have no geniuses 


We do have some hard workers, who 
can spend as much tume—uninterrupted 
by the thousand business details that 
plague you—as you want working on 
and thinking about the marketing and 
promotion end of your business 


Out of that usually come some valuable 
ideas and dependable facts 


Would you like to talk about it 


THE 
MARKSTELLER 
CO. 


612 NORTH MICHIGAN AVENUE 
CHICAGO 11, ILLINOIS 


\ Telephone Michigan 2-3919 


Marketing Counsel 





letters 


tothe Editor 


How many for Betty Grable? 


To Tue Eprror 
sincerely for the Certificate of Com- 
Copy 


This makes the third in a relatively 


I thank you most 


mendation by the Chasers 


few months which makes me won- 
der how many of these are required 
for an autographed photograph of 
Betty Grable..O. H. Nirenporrr 
assistant advertising manager, An- 
aconda Copp Mining Co New 


York 
How fast can 50 salesmen 
deliver 10,000 catalogs? 


To Tue Eprros 


waste in 


There 


connection 


is probably 
more with 


manufacturers’ catalog procedure 
than in any other major activity in 
industrial marketing. A good ex- 
ample of this appears in the second 
letter in your “Problems” column in 
Novembe: 

This correspondent, having gone 
»verboard on the production of an 


expensive catalog, finds himself 
without enough money te do a good 
job of getting it into potential cus- 
tomers’ hands and then asks you for 
suggestions on how to perform a 
miracle! I wish you had seen fit to 

ll him that effective catalog pro- 
cedure—design, production and dis- 


tribution..must be planned as a 

1 lot of money is 
yn in catalogs but 

mportant ..in lost sell- 

tunities 

sidering the difficulty of 

. this case, I was surprised 

recommendation of personal 

bution by salesmen as better 

than any other Don't you 

agree that this is about the highest 

Moreover, 

How long would it take 


inethod 


priced delivery service‘ 


it is slow 


say 50 salesmen to deliver 10,000 
catalogs? One of the catalog’s most 
important jobs is to create selling 
opportunities for salesmen. To do 
this, the catalogs must be placed in 
prospects’ hands with the least pos- 
sible delay. Sales calls at $10 apiece 
cannot be used profitably to hand 
out catalogs to all potential buyers 
Personal selling effort must be con- 
centrated as far as possible on active 
prospects 

In marketing, advertising has a 
specific job to do, catalogs have an- 
other specific job, and personal sell- 
ing still another. The best results 
come from the co-ordination of all 
three, but not from an overlapping 
Cuauncey L 
WiILuiaMs, vice-president and gen- 
Dodge Corp 


of their functions 


eral manager, F. W 
New York 
Antique’ ad’s Starch rating 


Eprror: Re the “What 


controversy in 


To Tue 
Makes an Antique?” 
Copy Chasers, I suppose this letter 
will be awfully like numerous others 
preceding it, but have you read the 
results of the Advertising Research 
Foundation readership study of the 
April 22 Business Week. You prob- 
ably have. If so, go no further; if not, 
here are some readership figures on 
the double-spread Allis-Chalmers 
ad, “What Makes An Antique?”: 

1. Achieved second highest read- 
ership in the issue for a black and 
white ad.. 46° 

2. Headline 28° 

3. Pictures . . 44° 

4. “Editorial” copy . . 33% 

5. “Sell” copy . .6% 

Now, how these ratings should be 
compared with Starch’s ratings in 
Time I am not prepared to say . .that 
may be an argument for space sales- 
men to wrangle over 


tinued on page 4 
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PRACTICAL 
BUILDER 


Weeds Eatrarig: 


You go first class when you go PB 


The re’s an inner sense OF St 


itisfaction when you travel 


Jirst class...riding the top planes and trains... rubbing 


elhows with people who are “up th 


proctical builder 
and prestige. They know they 
every page of th 


you're in! Want a thy 


, 


ere” too. Advertisers in 
have this same feeling of pride 
re traveling first class 
way. They know when you’re in PB.. ° 


ough ticket to the light construction 


industry? Any PB representative will be glad to book. you. 





© INDUSTRIAL PUBLICATIONS, INC., CHICAGO 


eee of the 
light construction industry 





N > ; " 

; ew Pumping and Piping Sy sins Orkmanchip in Weld; 
or Abrasive Industrial Waste mlustrial Pipin ~ 
Eliminates Pollution of River ° 


4 omy" . 


one 


—Seeres 


. eee 


— 
al Mercury -Meam Power Station 


Pipe 
oil Exteractios 
=a 


Vodernizsation With Piping 


Production Effieiens ‘ 








Way We 
Tell You 
Wore...7 


Piping, a market of tremendous size for pipe, 
volves, fittings, pumps, motors, compressors, con- 
trols and nearly one hundred other related 
products! Let us show you how effectively and 
economically HP&AC covers this entire morket. 
See Stondord Rote & Data, Industric! Market 
Date Book, or write us at Chicago, New York, 
Cleveland, los Angeles, or San Francisco. 


KREENEY PUBLISHING CO. 
AIR CONDITIONING HEADQUARTERS 


6 North Michigan, Chicago 2 


Also Publishers of American Artisan for Residential Field 


to Readers 
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Every month HP&AC features piping editorially . . . piping used 
by industry to transport steam, water, air, oil, gas, refrigerants, 


process liquids and semi-solids. 
HP&AC is the ONLY publication which continuously gives piping 
such high priority. 


Why is this our editorial policy? Because the same consulting 
engineers, the same engineers in industry, and the same contractors 
who handle America’s heating and air conditioning, also handle 


industrial piping work for both new projects and maintenance. 


Yes, reach the paid subscribers of HP&AC with your »iping story, 
d you reach the big industrial piping market. 


es, it pays to run your piping advertising in a piping paper. 


@ O_o 


in Advertising Volume 








It takes the BIG coverage of 
C&ENews to blanket 2/3rds 
of the chemists and engineers in the 


70,000 copies 
evew’ Monday 















































LY tO 


Chemical & Process Industries! 


ESTABLISHED WEEKLY READER AUDIENCE 
Advertisers in Chemical & Engineering News tell their product 
story to the one BIG established reader audience—double the 


circulation of any other publication in the*field. Every week 





throughout the vast multi-billion dollar chemical and process 
industries market, it’s a regular reading habit to reach for 
C&ENews. There is no substitute for the 70,000 established 


coverage of Chemical & Engineering News. 


BIG BLANKET COVERAGE OF 
7-GROUP BUYING AND SPECIFYING TEAMS 
To reach all the buying and specifying factors in these fast- 
growing industries, schedule your sales message in C&ENews 

—established as the newsmagazine of the chemical world since 
1923. Only C&ENews delivers the blanket circulation of: 
Officials - Works Executives + Engineers + Research Directors 


* Chemists + Consultants * Foremen and Supervisors. 


Largest advertising gain (10.7%) of any publication 
in the field— January through November, 1950 


At the lewest cost per thousand (total, and industrial) 


your advertising becomes a fast-action sales tool in 


Alcoholic Beverages 
Atomic Processing 
Cement, Lime, Rock 
Chemicals 

Coke, Gas 
Equipment 
Explosives 
Fertilizers 

Food 

Glass & Refractories 


Leather-Linoleum, 
Oilcloth 


Metallurgical 
Oils, Fats, Soaps 
Paint, Varnish & Inks 


‘ Paper, Pulp 


Petroleum 
Pharmaceuticals 
Plastics 

Rubber 


Storage & Dry Batteries 


Sugor 
Textiles 


Miscellaneous 


CHEMICAL & ENGINEERING NEWS 


NEWSMAGAZINE OF THE CHEMICAL WORLD SINCE 1923 





Published by: THE AMERICAN CHEMICAL SOCIETY 
The complete ACS publishing program also includes 


Only workmagazine of the Chemical & Process Industries 


Only workmagazine for chemists and engineers in Indestrialll. sheraterics 


INDUSTRIAL & ENGINEERING CHEMISTRY | ANALYTICAL CHEMISTRY 


Advertising Management: REINHOLD PUBLISHING CORPORATION 


330 West 42nd Street, New York 18, N.Y. 


a 


CHICAGO + PHILADELPHIA + CLEVELAND + DALLAS + SAN FRANCISCO + LOS ANGELES + SEATTLE 
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a supply line can’t 


_ a —— 
PLUMBING © HEATING | 


SUPPLIES | 


First, an army sets up supply equipment and per- 
sonnel. Then an attack is launched—but by entirely differ- 


ent personnel, and with entirely different equipment. 


It's the same in the plumbing-heating industry. 
Supply lines don’t attack the sales problem. That's left 
to the infantry, the retailers, the contractors. They use 
pap 
the supply lines which you set up. Your jobbers supply. 
Your retailers, vour contractors, sell, Without retailers, 


vou don’t sell 


We are experts in one thing: how to influence in- 
dustry retailers to sell your products to consumers. And 


right there your interests and ours merge 


Of course. wholesalers too read PLUMBING & 
HEATING BUSINESS—every full-service supply house 
in the industry. But PHB is editorially designed to solve 
your deak r problem. — 


—— —_— 


Let's get together! 





@ PLUMBING. HEATING BUSINESS 


Grand Central Terminal Bidg., New York 17, N.Y. 


It does appear, though, as if the 
“editorial” copy was a little sharpe 
than you suggested to pull as much 
readership as it did 

By the way, Copy Chasers, when 
you mention the special interests of 
“tens of thousands of public utilities 
presidents” as opposed to “the peo- 
ple, the guys like us,” I am put to 
wondering which group buys the 
most Allis-Chalmers equipment 

I enjoy “Copy Chasers” for its in- 
cisive and helpful comments. When 
we can work up a good set-to like 
this, I enjoy it even more. C. M 
Scott, Jr.,, advertising dept., Bauer 
& Black Div., Kendall Co., Chicago 


Varmint ‘OV’ 

To Tre Eprror: Thanks for Copy 
Chasers’ “OK. as inserted,” giver 
the Cold Metal Products Co.’s 
“Oversize Variation” campaign in 
October INDUSTRIAL MARKETING 

While I'll take responsibility for 
the idea, I feel that no small credit 
is due our art director for visualizing 
the varmint “OV” so dramatically 
and to a client who permits us to 
buy duotones for trade paper ad- 
vertisements to get our ideas across 

E:mer J. Korpr, H. M. Klingen- 
smith Co., Canton, O 





Wade Named Ad Director of ‘TSN’ 

William S. Wade, production and 

promotion manager, Transportation 

Supply News, Chicago, has been ap- 
pointed advertising director 

Before joining TSN two years ago 

Mr. Wade was 

midwestern ad- 

vertising man- 

ager of World 

Ports, at that 

time published 

by Traffic Serv- 

vice Corp 

which also pub- 

blishes TSN. For 

several years 

Mr. Wade was 

in business for 


himself on beverage franchise sales 


Ira S. Meckly 
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‘am... hey buy it...read it 
i 
oma and pass it along 














DMINISTRATIVE PRODUCTION ENGINEER 
EXECUTIVE , MANAGER 
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. » « more of the top men pay more 


money to read PIT AND QUARRY 
than any other paper in the field 


Highest subscription price plus a high renewal percentage prove that PIT AND 
QUARRY's editors consistently deliver the type of information most in demand 


by the industries’ leaders. They buy it, year after year, strictly on editorial merit. 


PIT AND QUARRY gives you the largest circulation among the leading producers. 
81.05 percent of subscriptions are addressed to individuals. It goes to more 
producing plants. It can carry your sales message to the greatest number of top 
executives—those who have the power to buy or influence the buying of your 
product. 

PIT AND QUARRY's readers still need more equipment to produce the huge 
quantities of sand, gravel, crushed stone, cement, etc., for America's great con- 
struction program. 

And your sales potentials are bigger than ever in this rich 3-billion dollar market 
that is still going full blast. 


PIT AND QUARRY 


538 So. Clark St., Chicago 5, Ht. 





Product design improved 
by market research, AMA told 


® cuicaco..An all-day industrial 
goods workshop session was one of 
the newer features of the American 
Marketing Association’s three-day 
winter conference 

The attendance at the spec ial 
workshop session more than doubled 
expectations, according to Alex- 
ander T. Bush, chairman for the in- 
dustrial goods panel, and manager of 
the statistical analysis department 
for Acme Steel Co., Chicago 

Walter E. Hoardley, economist for 
Armstrong’ Cork Co., opened the 


*Or you can cover the en- . : 
session speaking on short term in- 


tire target by advertising 
in The Knitter and Tex dustrial sales forecasting. Mr 
tile Bulletin (serving the , 
spin-weave division of " Hoardley 
the industry) Special . forecasting benefits industry be- 
combination rates are 
available and one plate : 
will suffice for both “ ’ observations beyond ts own com- 
publications : pany and industry to see how out- 


said that industrial sales 


cause it forces management to make 


side factors might influence sales 
‘The over-all purpose ol torecast- 


ing,” he added s to minimize sur- 


THE KNITTER is the only jour- 
nal in the country edited ex- 
clusively for the manufacturers 
and processors of hosiery and i 
knitwear products. It serves the with the hope that you're not too far 
industry like no other publication, wrong.” 
and consistently offers more techni- The experiences of vens-Corn- 
cal information on knitting than any ing Fiberglas Corp., in introducing 
other magazine. Because of this spe- 
cific type of editorial content, The 
Knitter is thoroughly read and high- 
ly respected by the Industry 
THE KNITTER is the only publication : 
whose advertising pages allow you to sell vated, and no attempt is made to ap- 
directly to this rich, exclusive market proach the entire broad industrial 


prise The only thing 
sure of is that vou 


however, this is, of course, tempered 


ew products made yt Fiberglas 
vere discussed by the co ipany's ad- 
vertising manager Peter Fluge 


Single specific markets are culti- 


narket at one time, he explained 


Jerome F. Fitzsimmons, manager 
l resear¢ h Allis-Chal- 
mers Mfg. Co., speaking on product 


Complete information will be sent on request commercia 


design, said that marketing research 


eel a Mime CMPD PerN BME chould and often does contribute im- 


portant! o the design of new or im- 
CHARLOTTE, NORTH CAROLINA portantly tot ? 


proved products 
Marketing research can prove the 


desirability of standardizing on 





product sizes and types, lowering 


THE INDUSTRIAL MARKET DATA BOOK NUMBER production costs, he said 


Other all-day workshop sessions 


is the only reference source which contains covered consumer durable goods, 
consumer non-durable goods, and 


basic statistical information on 85 primary in- marketing research techniques 





dustrial and trade markets . . . and detailed data on = cae 


the publications serving them. 


Analyze Markets and Media simultaneously in: 


THE INDUSTRIAL MARKET DATA BOOK NUMBER 

















ANALYTICAL CHEMISTRY 
Workmaterial Source 
for Industrial 


=. 


Laboratories in the HIGH PRIORITY MARKET 
where Chemists 


and Engineers do... 


BASIC RESEARCH 
CONTROL 
ANALY SIS 
| INSTRUMENTATION 
CAL 


As never before, government and industry are putting a premium on the 
\ basic research of creative chemical progress from the half-known or un- 
known. To help them in their important work, chemists and engineers con- 
\ centrate on the authoritative workmaterial presented only in Analytical 
Chemistry. 


ree. CHEMISTRY... only AC—concentrates your monthly sales 


messages with the technical workmaterial needed by high priority buyers 


and specifiers in: 


ah Original Analytical Research 


—————t*t Atomic Processing Product & Process Control Analysis 
Preliminary Analysis Plant Station Analysis 
Product & Process Research Plant Control Analysis 
Origin of Instr tatio Thousands of 
Adaptation of instruments {| Component parts 





Projects within the laboratories of the pave the way for greater use of your product 
chemical and process industries are cloaked in in a wide range of fields from atomic proces- 
secrecy. Salesmen are called in only when a sing to instrumentation, you need the adver- 
purchase is ready to be made. To pre-sell, to tising pages of Analytical Chemistry. 


ANALYTICAL CHEMISTRY 


Only workmagazine for chemists and engineers in Industrial Laboratories 
Published by: THE AMERICAN CHEMICAL SOCIETY 
The complete ACS publishing program also includes 


CHEMICAL & ENGINEERING NEWS INDUSTRIAL & ENGINEERING CHEMISTRY 
Newsmagazine of the Chemical World since 1923 Only workmagazine of the Chemical and Process Industries 
Advertising Management: REINHOLD PUBLISHING CORPORATION 


330 West 42nd Street, New York 18, N. Y. 
CHICAGO + PHILADELPHIA + CLEVELAND + DALLAS + SAN FRANCISCO + LOS ANGELES + SEATTLE 





Unusual 
Service Plan 
Developed 
by Chicago 
Advertising 
Agency 
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Working on the bask 
famwork wins 
om petition as well as on athletic fields 
Gebhardt and Brockson, In Chicago 
advertising 
principle to the marketing programs it 
develops for its clients—with results 
described as remarkable 


idea that good 
victories In marketing 


agency is applying that 


Thoroughly tested in the programs 
of several manufacturers of a variety of 
products, the plan has demonstrated its 
soundness for developing campaigns that 
produc e healthy growth. A comparison 
With previous campaigns, as to tangible 
fesults obtained 
point of investment by the advertiser is 
Subject to precine Experience 
has convinced its authors that the plan 
ie an effective means of getting the last 
penny 
dollar 


is easy: and the end 


control 


of result from the marketing 


In contrast to the traditional 
“normal exercise of agency functions 
the plan contemplates a far wider use 
fulness. Instead of agency activity being 
limited to functions concerned solely 
with filling commissionable ‘“‘white 
space,” the creative facilities are now 
extended to functions not commonly 
handled by agencies 


I'he plan, say Gebhardt and Brockson 
principals, is immediately available, and 
can be readily custom-fitted to the needs 
of practically any advertiser in the field 
of durable goods. An exhibit has been 
prepared showing how the plan works 
and indicating what results can be ex 
pected an exhibit which, it is said 
speaks for itself. It can be seen by any 
executives who are interested in getting 
the last from their 
marketing dollars, by writing or phoning 
to Gebhardt and Brockson, Inc 600 
South Michigan 
WAbash 2-0703 


penny of result 


Avenue, Chicago 5 


trends 


1 review, by business pape 


hat may nfilrence 
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Still more oxpansion needed 
in highway field 


® The highway field continues to be 
an expanding market for heavy con- 
struction equipment and materials 

Magnitude of the highway finance 
problem is measured by the dispari- 
ty between available revenues and 
the financial requirements ci an 
adequate program. To meet accu- 
mulated current needs in the next 
15 years, an annual expenditure of 
$4.4 billion for all roads and streets 
is required. This represents an in- 
crease of about $1.4 billion, or 40 
over funds available in 1948 (latest 
statistical data available) from all 
sources 

Expenditures in 1950 approxi- 
mated the $4 billion mark. How- 
ever, traffic mileage and congestion 
has increased over the two inter- 
vening years such that the disparity 
of $1.4 billion still exists 

Toll roads and free expressways 
demonstrated 


and parkways have 


the appropriateness of bond finan- 


ndustry condittror 


marketing procedures 


cing for controlled access tacilities 
Bond financing provides the answet 
in many areas to the need and de- 
mand for congestion relief now 
rather than many years in the fu- 
ture 

As shown by the accompanying 


Board 


from 


chart (Highway Research 
1949) 


and local rural places and 


Proceedings revenues 


county 
cities have been decreasing over the 
years, and this trend is continuing 
To help offset it 
creased the Federal Aid bill by $50 


million for 1950 and 1951. Indications 


the Congress in- 


are that this trend will continue 


The preparation for national de- 
fense exerts a powerful force on the 
requirements for adequate road and 
also on the manufacturers and sup- 
pliers of heavy construction equip- 
This force is 


presently making itself felt in orders 


ment and materials 
for delivery when possible in the 
future ..v. J 
tor, Roads & Streets, Chicago 


BROWN, associate edi- 


Oil consumption at high 
rates; drilling activities up 


® Purchases of equipment and ma- 


terials by the petroleum industry 
will be at very high volumes during 
1951, providing sufficient steel is al- 
located to manufacturers of oil field 
supplies. 

The industry 
strong and favorable economic posi- 
sharp gain in 


enters 1951 in a 


tion, an unusually 
consumption during the past 12 
months having reduced stocks of 
both crude and refined products to 
desirable levels. Faced with pros- 
pects that demand will grow by 
four to five percent above the peak 
reached in 1950, even if military re- 
quirements do not expand further 
the industry will need to boost pro- 
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Clay Products are vital to war or peace economy 
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These Plants must expand! Modernize! 


They are hungry for your equipment! 


Pick a field that is Buying—no other publication can bring your message 
to brick, tile, sewer pipe, refractories or other clay plants. 





SOUTH WABASH AVE @ CHICAGO 3. ILLINO 
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FOUNDRY POINTS THE WAY 


for an Industry that’s Going Places 


F oundry business is good! The need for castings in- 
creases daily. Foundrymen are making every effort to 
catch up with this demand. They are looking into new 
operciting methods, improved production techniques, new 
equipment and materiais, and training new men. This 
is done in an effort to produce castings more efficiently 
and in greater volume. 


In publishing information and news for foundrymen ex- 
clusively, it is FOUNDRY’S business always to look 
ahead—to serve not only the immediate needs of foundry 
management and production, but to anticipate trends 
and future problems. 





Looking forward, FOUNDRY believes it can contribute 
even more to efficient foundry operation and to industry 
stability through increased editorial service. That's why 
these new and timely editorial features, among others, 
are being added. They should provide material that 
proves more helpful than ever to FOUNDRY’'S 45,000 
readers in the months ahead. 


Gututateitin tttntalin  tuttutalin 
wore aa. Ua...’ 
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A Monthly Foundry News Letter 

Reporting facts, figures and information gathered 
for the particular reading of foundrymen, this 
news feature will carry late developments in 
Washington and elsewhere as they affect the 
foundry industry. 


An “ABC” Feature Presentation 

Written especially for the younger generation of 
foundrymen, this new feature will present each 
month an interesting, readable review of impor- 
tant phases of foundry technology and operation. 
The Editors will discuss subjects likely to have a 
broad reader appeal with young and not-so- 
young foundrymen alike. 


“How-To-Do-It” Features 

Believing that in the days ahead there will be 
even greater need for expediting production 
through the publication of practical information 
of the “shop kinks” type, the Editors are expand- 
ing this already important service rendered by 
FOUNDRY. 


A NEW Advisory Editor on Cupola Operation 
Bernard P. Mulcahy, well-known to foundrymen, 
joins our Advisory Staff of Editors: John W. Bolton, 
Albert E. Grover, John Howe Hall, and Harry A. 
Schwartz. Mr. Mulcahy is a recognized authority 
on cupola operation and will give invaluable as- 
sistance to readers on this important phase of 
metal melting. 


A NEW Cover 

Beginning with the January 1951 issue of 
FOUNDRY, the front cover will be used exclu- 
sively by the Editors to feature the editorial con- 
tent of each issue. 


Helping You Sell To Foundrymen 
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WHEREVER METALS B& ARE CAST 


| A Penton Publication 


Cleveland 13, Penton Building + Main 1-6260—Chicago 1/1, 520 W. Michigan Ave. + Whitehall 4-1234—Wew York 17, 60 E 42nd St. + Murray Hil 2-2581—Detroit 2, 6560 Cass Ave. « 
Madison 3024— Pittsburgh 19, 2837 Koppers Bldg. + Atlantic 1-3211—Les Angeles 4, 120 NW. New Hampshire Ave. + Dunkirk 2-1756—London, 2 Caxton St. + Westminster, $. W. 1 
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Textile tnatastr ys capital tneestnents and commitments over lhe prosticar yours 


-+-For the Textile Industry 


and those who serve it 


If you know the textile trend in 1950, you will be en- 
couraged with respect to 1951. This new year has all the 
look of another record-breaker in immensity of capital 
investment by mills and in use of consumable supplies. 


Capital expenditures and commitments for 1950 at $565,- 
000,000" mark an all-time high, surpassing big 1948 by 
10%. This active textile industry has averaged over half 
a billion dollars of capital outlay for the last three years! 
And it’s still hungry for modern labor-saving equipment, 
as witness current three- to six-month backlogs on the 
books of many equipment makers. 


“The post-crisis problems of leveling-off of demand and 
of general mill activity will not be ours in the next sev- 
eral months or perhaps several years,” writes R. C. Scott, 
New York editor of TEXTILE WORLD, in his annual 


capital-investment analysis. “Our mills and services are 
vibrant with life and growth and ready to take on any 
production schedule necessary. One can safely predict 
high mill activity far beyond its ordinary cycle well on 
into or through 1951.” 


You can build a place for your product or service in this 
busy and free-spending textile industry, or broaden the 
position you already hold, by adequate display of your 
wares and their sales points in the industry’s largest and 
most comprehensive market place~—TEXTILE WORLD. 


Let the facilities of this textile-industry publication — 
which holds first place in circulation, buying-power 
penetration, reader preference, and advertising volume 
— turn your sales hopes into concrete achievements. Our 
complete services are available to you on request. 


TEXTILE 


A McGRAW-HILL PUBLICATION © 330 WEST 42ND STREET, NEW YORK 18, NM. Y. 


According to the euthoritotive estimete by the TEXTILE WORLD editors. Wo R Lp 
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READERSHIP) | 
BR Lif GS a mete 


railroad buyers. 
READER An amazing 54% 
SERVICE response! 9,919 
SURVEY replies» 


*All returned questionnaires 
edited, coded and tabulated by 
Gould, Brown and Sumney, Inc., 
Market Research Consultants 


—<— peer 
19sc 
1059 Advertising Pages 





1 
843 Advertising Pages 


~~ 


NOW—More Advertisers 





1945 ; 
596 Advertising Pages Invest More Dollars in 


Modern Railroads —Issue 
by Issue — Than in Any 


ODER Other Railway Publica- 


tion—Weekly or Monthly 


1947 
342 Advertising Pages 





ILROADS | 


1946 NEW Rk 4 . North Wells Street 
107 Advertising Pages ’ ‘ HICAGO 6, ILLINOIS 





RISING TIDE 


OF DOLLAR INCOME 


STARTS FLOOD 
OF LATIN-AMERICAN BUYING 


The Wealth of Nations south of 
our border is increasing at incred- 
ible rates. | 
own expanded production facilities 


S. buying plus their 


have combined to make those coun- 
tries the world’s best markets for 


‘ apital goods, 


ARGENTINA «ells ws hides, flax, linseed 
oil and meat to feed our dependents in 


other parts of the world 


coffee and more 


BRAZIL, sells ux coffee 
coffee, waxes, oils and industrial gems 

CHILE sells us fresh fruits by the ship 
food during our winter season, copper in 
@ver increasing quantities and other min 


er il needs 


The dollars they earn are con- 
trolled and channelled into pur- 
thases, for the most part, of indus- 
trial equipment. Under these con- 
trols, the 
industry. 


manulacturing 
te xtile *. gets the 
for dollar 


average almost a 


largest 
highest 
priority allocations 


They 


million dollars a year 


hundred 


HERE IS THE 
MARKET 


Po 


ror EXTRAY 


TEXTILE MACHINERY | 


SALES, 


i 


And here 
is the journal which 


helps to get them 
economically. 


OMMMERMCLAMIA- 
it sells them because 
it “talks their language.” 


570 Seventh Ave., 


New York 18, N. Y. Boon Numata 


problems 


in Industrial Marketing 


Keith J. Evans, advertising and sales pro 
motion manager of Joseph T. Ryerson & 


Son. Inc., Chicago, has completed 25 years 


of editing “Problems in Industria! Market 
ing.” His first column appeared in the 
January, 1926, issue. Mr. Evans, “Mr. In 
dustrial Advertising himself, was the 
founder and first president of the National 
Industrial Advertisers Association. formed 
in 1922, and also served as president of 
the Engineering Advertiser's Association of 
Chicago, now the Chicago Industrial Ad 
vertisers Association. Because of the prac 
tical and stimulating information which has 
appeared in his department over the past 
quarter century, Industrial Marketing not 
only congratulates Mr. Evans for his un 
tiring efforts, but on behalf of its thousands 
of readers expresses to him our and the r 
deep appreciation of h's valuable services, 
which we hope will be continued for another 


25 years. 





Advertising is needed 


even if you can't sell 


® THIS SHOULD | asy. providing 
present program is built on a 
foundation. You will want to 

ral theme of your 


advertising. It will cover more basic 


nformal and service themes that 
under the heading 


Many 


is Important 


may be classed 


nstitutional advertising.” 


to Keep you lary ll and favor- 


ably knov period of 


personnel turnover when your prod- 
ucts are not freely available 


Many Bruce 


gave a very good talk, using as his 


years ago Barton 


title the general idea that there 
grew up a new king in Egypt that 
knew not Joseph. It seemed that 
Joseph had done many things for 
the Egyptians but years later, when 
the new king came, he was not fa- 


miliar with Joseph's good works and 


sought to imprison him. So Bar- 
ton developed h story along these 


nes, indicatir at we must keep 


verlastingly at f we expect to 
maintain ou yoSition competitively 
Certainiy we are ir a period of great 
change. One manufacturer recently 
reported a 45 change in his office 
mailing list during the past 12- 


month period. Y 


realize that 


sales manager 
must there are new men 
coming into buying positions daily 
They must continue to know about 


you, your company and its products 


What? You don’t want 
inquiries any more 


@® WE CAN HARDLY believe your sales 
manager means that he does not 
Perhaps 
you are taking him too literally. It 


want any more inquiries 


is true that you are probably in a 


badly oversold condition but re- 
member there are all kinds of in- 


/ 
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CEC unlocks 





inquiries 
that lead 


to sales! 


High priorities are the rule in the process industries as 
they go about their work of supplying materials for our 
vast war economy needs. That's the type of business 
you want to cultivate right now. Even if you could 
afford to station a star sales engineer at each process 
industry plant, he would remain an oursider, unable to 
penetrate the screen of secrecy behind which specifying 


teams get together 


However, you can be sure of being represented at 
inside” specification conferences when Chemical En- 
gineering Catalog is on your sales staff. This super- 
salesman will tell your technical sales story fully to 
specifying teams in 12,000 Dun & Bradstreet company- 


rated plants. Every day, for a full year, CEC stays close 


by specifiers responsible for the allocation of hundrea 
of millions of dollars annually for new facilities, foz 
plant maintenance, and for development and research 
in the process industries. The quality of product infor- 
mation you furnish in CEC usually determines the 
number of inquiries . .. which are invitations for your 
sales engineers to come in for “closing consulta- 


tions 


Your Reinhold catalog representative gladly will ex- 
plain how little it costs to distribute your sales literature 
to all the right men in all the worthwhile process in- 
dustries plants. And he will tell you about the seven 
extra services Reinhold offers to make sure CEC will 


do a super-selling job for you 


Super-Sales man for sure! 


1950-51 Edition of Chemical 


Engineering Catalog contains 
1654 pages of product facts and 
technical data supplied by 466 
leading manufacturers of processing, 


general engineering, manufacturing 


equipment and materials of construction. 


CHEMICAL ENGINEERING CATALOG 


REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 18, N. Y. 





CHICAGO * PHILADELPHIA * CLEVELAND 
DALLAS * SAN FRANCISCO * LOS ANGELES 
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What Publications Do | 
Construction Men Read... 


And why? 


Were Asked These Four Questions ... 


* 58,560 READERS 


We believe this is the most complete survey of its kind ever conducted. 


What Construction Publications Do You Read Regularly? 


Readers were compelled to write in the names of publications. 
8 out of 10 reported A.C.P. Regionals were read regularly —4 times greater 
readership than the best national publication. 


QUESTION 1 


Which Construction Publication Do You Read Most Thoroughly? 


Reader listed one publication of his choice. There was no listing of suggested pub- 
lications to check. 

7 out of 10 preferred their Regional Construction Publications. 

4), times greater preference than the best national publication. 


QUESTION 2 


What Types of Articles Are Most Helpiul to You? 


Readers report Contract Award and Bid Information as the most helpful type 
of information. 

4.C.P. Regionals are preferred because they carry more pages of this information 
than other publications. 


QUESTION 3 


What Is Your Type of Business? 


Readers checked from eight major classifications in the construction market. 
A.C.P. Regionals reach all — of readership in the vast construction market 
. more than 62,000 reac 


: 
QUESTION 4 


ers. 


Now — for the first time — advertisers in the Construction Industry can make a 
study of both Regional and National Construction Publications. This survey will 
answer many questions . about each of the 12 A.C.P. Regionals and their 
position in each territory which they serve. 





The Answers to 
This Survey 
Are Must Study 
by Everyone 
Advertising to the 
Construction 
Market! 











NOVEMBER 


1950 


What Publications 
Do Construction Men Read? 


IA READERSHIP SURVEY 


Ready For 
Release! 


THIS BOOK 
CONTAINS FULL 
survey FACTS - -- 
copy TODAY! 


PREPARED By 


RESEARCH REPORT co. 
Chicago, Illinois 











MR. ADVERTISER! 
Don't Miss The | jrndiustrial 


53rd. ‘i 


PROGRAM ISSUE 35 Be ih 
of 


Ceramic Bulletin Ns =e a 











Reach the top strata of the ceramic 
industry—the men who buy, specify, 
or influence the purchase of the bulk 
of all ceramic equipment—when they 
convene in Chicago on April 22nd 
through April 25th for the 53rd Annual 
American Ceramic Society Meeting. 
And, for the occasion, the Ceramic 
Bulletin (the official organ of the Amer- 
ican Ceramic Society) will distribute 
EXTRA copies to each registrant at 
the meeting. 


Probably, at no other time throughout 
the year, could you reach the man who 
ton say “yes” or no” to your product 
ot a more receptive time than at this 
meeting. They will be product-con- 
cious, anxious to know more about 
your products. 


As a perfect tie-in to the meeting, the 
Ceramic Bulletin will be devoted al- 
most exclusively to the 53rd meeting, 
carrying the complete program — 
speakers, abstracts of oll papers, and 
social functions. 


Be sure that your company will be rep- 
resented in this big Annual issue (the 
March issue). You can't afford to miss 
it! aed 


ener 
RATES 


February 


i Times | 6 Times 
} 


| 


1 Time 


200.00 
| Poge | 125.00 | 160.00 
| 


|} 140.00 
yy Page | 75.00 | 100.00 


V4 Page 45.00 | 60.00 —_ 


25.00 | 38.00, 50.00 


| 
| — 


Vg Page 








o | 
CERAMIC BULLETIN 


2525 North High St., Columbus 2, Ohio 
"The American Ceramic Society Bulletin’’ 
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Advertiser preference can only 
be caused by reader preference. 


\ ae 


\ 


Contractors and Engineers Monthly carries more 
advertisers and more exclusive advertisers than 
any other monthly in the field. 


we. 


ts» 
* e 
., Ve 
>" 
m= * 
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the NEWSpaper of highway and heavy construction 


Address 470 Fourth Avenue, New York 16, N.Y. for 
a sample copy. 
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ACTERISTICS 
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O O Start button 


rewind 


‘a, Jape take-up 
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Record bution 


helded lead to record equa/izer on Mode! JO 


ane drive assembly * 
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chor 


Remote contro! cabie 


Magnetic tape recorder for high-fidelity 
professional use — a product of the Ampex 


Electric Corporation, San Carlos, Calif. 
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ARE THE CRUX OF THE MODERN DESIGN 


Examine the electrical circuits of any modern machine or appliance. They are 
the nerve center of the product. See how the product's performance — its very 
function — stems from the electrical components and their related mechanical 
linkages. 

Product electrification calls for specialized knowledge —— the kind of tech- 
nical know-how that is packed into every issue of ELECTRICAL MANUFACTURING. 

ELECTRICAL MANUFACTURING majors in this sphere of design engineering. 
It is the recognized authority on the application of power, heat, light, electronics, 
dealing fundamentally with all those design problems that are inherent in the 
development of electrically operated products. These include the selection and 
application of materials, metals, electrical and mechanical parts, equipment 
and finishes ... also appearance styling, laboratory testing and design for 
production. 

ELECTRICAL MANUFACTURING is patterned to the specific needs and interests 
of the engineers and designers of electrically operated producis. The selected 
readership blankets these key buyers . . . in 8824 plants producing more than 
1800 different types of machines, appliances and equipment. 

Profit from the “specialist's approach” to this dynamic market which only 


ELECTRICAL MANUFACTURING provides. 


@ EDITED TO THE SPECIFIC INTERESTS 
OF THE ENGINEERS AND DESIGNERS OF 
ALL ELECTRICALLY OPERATED MACHINES, 
APPLIANCES, APPARATUS AND EQUIPMENT 


THE GAGE PUBLISHING COMPANY 
Publishers to Industry Since 1892 
1250 SIXTH AVENUE @© NEW YORK 20, N. Y. 
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It's a cinch to sell materials, 





parts and finishes in 





Materials & Methods 


M&M is the one and only publication 
in which over 18,000 paid subscribers concentrate on 
editorial content that deals exclusively with the 
materials predlems of product design and manufacture 








Your most efficient, most economical medium for the sale of materials, parts or finishes 

to the hard goods or product manufacturing industries, is Materials & Methods. 

Here's why 

There are 5 Technical Title Groups within which the materials-specifying function 

is performed. These are: 
Technical M gement Men + Engineers + Designers 

Metallurgists + Plant Production Men 





Some of the men in the above groups are engaged in materials engineering; some are 
not! Those who do perform the materials-specifying function subscribe to and care- 
fully read Materials & Methods. They concentrate on M & M because its editorial content 
concentrates on helping them solve their materials problems of product design and 
manufacture. It is this clearly-defined, straight-line editorial policy that enables M & M 
to bring you the largest concentrated materials-specifying audience in the world. 

Thus, it's a cinch to sell materials, parts and finishes in Materials & Methods—where you 
buy only the attention of materials engineering men. 


Materials & Methods 


The Magazine of Materials Engineering 


America’s 21 market place 
for engemeering materials, 
perts and fimubes 


. monthly meeting place 
for over 18,000 men who 
perform the matersals 
specityeng function om the 
product manafacturimg 

emdusiries 


A REINHOLD PUBLICATION 
330 West 42nd Street, New York 18, N. Y. 
Philadelphia + Cleveland + Chicago * Dallas 
Los Angeles * San Francisco * Seattle 





PRODUCT MANUFACTURING INDUSTRIES 
served by MEM 


Automotive products and ports 

Aircraft, engines ond ports 

Agriculture! equipment 

Roilway equipment and rolling stock 

Heavy machinery and machine tools 

Light machinery, business machines. 
instruments 

Electrical equip and pl 

Hordware, cutlery ond tools 

Building eq and prod 

Process industries equipment 

Ordnance 

Ships. boots, marine equipment 

Containers 

Fine metalwaore, jewelry and novelties 








® @ 
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What 


industrial advertisers 


plan to do in 1951 


A cross-country, cross-industry 
sampling of industrial advertis- 
ing managers points up some 
trends . . expected and unex- 
pected .. in sales and advertis- 
ing. Statements by each individ- 
ual company fill in a “blow by 
blow” report. 





by Bob Aitchison 


® WAR DEMANDS have not caused 


major changes in industrial adver- 
tising copy approaches 

More than 57°) of the nation's in- 
dustrial advertisers are meeting cur- 
rent and expected increases in in- 
dustrial advertising production and 
space costs by increased appropria- 
tions 

These are among answers given 
by 203 industrial advertising and 
sales managers participating in 1N- 
DUSTRIAL MARKETING’S fourth annual 
survey of advertising and sales pro- 
motion plans. As expected, the study 
showed that backlogs were mush- 
ooming..that expected sales for 
1951 would be high. Tabulation of 
returns revealed that 


# 84°, have substantially increased 
bac klogs 

# 83 predict greatly increased 
sales 

8 72 have not changed copy ap- 


proaches 


® 36°, will use more direct mail 
® 34° will use more space in busi- 


ness papers 


Only 2% 
ing showed a backlog decline, with 


of the companies report- 


14°, showing no change one way o1 
Almost a third of the 84° 

reporting an increasé revealed that 
doubled 
their 


another 
backlogs were another 
third said that 
Other 
ranged from 25% to 800° 


figure had 


tripled increase figures 


Sales . . 83°) of the manufacturers 
reporting predicted increased sales 
when asked, “Do you expect your 
1951 sales to go up or down?” An- 
other 14% predicted no increase, 
and 3°, expected a cecline in 1951. 
In the group forecasting increases, a 
third expected increases of 11% to 
20°; , and another third predicted in- 
creases of 21% to 30%. Thus, 1951 
predictions do not differ too much 
from the 19°; increase predicted last 
year for 1950 

Ad copy has not gone to war, at 
least not yet. More than 72°, an- 
swered a flat “no” to the question, 
“Are war demands causing any al- 
teration in your industrial advertis- 
ing copy approaches?” Those chang- 
ing copy approaches (a surprisingly 
low 28°) said that their campaigns 
would feature equipment which (1) 
can be delivered promptly, (2) will 
increase production, (3) will save 
time. Copy will also stress available 
services, and explain delivery un- 
certainties 

The general opinion among those 


January - 1951 


Industrial Marketing 


not changing copy approaches was 
that today’s industrial advertising is 
presenting information designed to 
help industry increase war produc- 
tion..and that a new approach is 
not necessary 

This is almost a reverse of the pre- 
World-War-II situation, when many 
manufacturers had to skim the flufi 
from their industrial advertising, 
and present factual, meaty informa- 
tion explaining and proving how 
their product or material could von- 


tribute to the war effort 


Increased costs . . both production- 
wise and space-wise did not pose 
too much of a problem to advertis- 
ers. More than 56°, said that they 
would simply increase budgets when 
asked, “How are you meeting cur- 
rent and expected increases in ad- 
vertising production and space 
costs?” Repeat ads will be the an- 
swer for another 14°,, while 13% in- 
dicated that they will use less space 

Keeping the 
engraving and 


in business papers 
eagle eye on art, 

printing charges will help 8°; meet 
the problem of rising costs 

Advertising appropriations will be 
higher according to more than 70°, 
of those answering. Another 25° 
will keep advertising budgets at the 
1950 level, and 5% will cut spending 
for the next 12 months. 

Some 35° of industrial advertis- 
ers will spend all or part of appro- 
increases for direct mail 
activities, and another 34% will 
schedule additional space in busi- 
This shows a marked 


priation 


ness papers. 


pa 





Advertising 


takes a closer look 


at media schedules 


® BASIC CHANGES in industrial adver- 
tising copy approaches ere not ex- 
pected in 1951, according to a survey 
of 35 of the nation’s leading advertis- 
ing agencies serving industrial ad- 
vertisers 

But the absence of change is not 
due to inertia. It is because agencies 
and advertisers are convinced that 
industrial advertising is already giv- 
ing readers information which will 
help industry meet wartime produc- 
tion demands ..specific facts-and- 
figures information which will tell 
how to increase production, how to 
save materials and how to minimize 
down-time 

More 


repeat ads in 1951. Fewer will use in- 


industrial advertisers will 
stitutional advertising 

Although there is almost no resist 
ance to business paper advertising 
rate increases, many agency execu- 
tives report that advertisers are tak- 
ing a closer look at their schedules to 
be sure that individual publications 
are producing results 

Well known 


commented as follows 


agency executives 


J. Walter Thompson Co. 
® Business paper ¢ udgets of m« of 
our clients have been increased for 
1951 to cover higher space costs and 
enlarging scope of campaigns Firm- 
ing of sales planning for 1951 is evi- 
denced by unprecedented percent- 
age of advertisements approved and 
in proof form for salesmen’'s use 
Some introductory campaigns on 
new products budgeted independ- 
ently have been put on ice until 
availability of materials for produc- 


ftton is more certain 





We have had 
with clients on the tone of their ad- 


many discussions 


vertising as we move farther into 
the rearmament effort JOHN H 
MORSE, manager, trade & technical 


department 


Fuller & Smith & Ross, Inc. 
® The outstanding characteristic of 
the 1951 advertising plans of the 
clients we serve is the absence of 
any tendency to pull back defensive- 
ly on their programs 

For the majority, there is little in- 
dicated change in aggressive selling 
programs right up to the point where 
products might disappear from the 
market. Some few markets have 
been completely closed out already 
For these the copy approach is 
shifted toward product application 
and service for the purpose of in- 
creasing the utility of the supply 
available 

There is apparent some tendency 
to shift media toward reaching a 
broader management base, to sell 
over-all facilities as opposed to spe- 
cific product features ALLEN I 


BILLINGSLEY, president 


Glenn, Jordan, Stoetzel Inc. 
® Most of our 1951 campaigns were 
formulated in the late summer or 
early fall, before the current accel- 
eration of the mob lization program 
took place. Hence, these advertising 
programs were planned to do a hard 
selling job 

Some of our officers are spending 
considerable time in Washington in 
an effort to keep abreast of changing 


conditions and to endeavor to ap- 


Agencies forecast 


praise the probable impact of Wash- 
ington’s chaos and confusion on our 
clients’ business 

We have not recommended radical 
changes in schedules or themes ex- 
cept to beam some of the advertising 
at long range returns rather than 
immediate orders..H. W. STOETZEL, 


vice president 


Klau-Van Pietersom-Dunlap 
Associates, Inc. 
s We are suggesting to our clients 
the type of copy which will aid the 
purchaser in making more efficient 
use of the products of the respective 
manufacturer ..in this way helping 
both the customer and the nation in 
the emergency that lies ahead 

The reception of this approach has 
been very pleasing. Unless there are 
extreme paper shortages, we believe 
that even under an intensified emer- 
gency the industrial activity of this 
agency will be increased materially 
rather than decreased.. WALTER F 


DUNLAP, president and treasurer 


Walter Weir, Inc. 

® Because of the uncertainty of the 
present situation, and the slowness of 
war orders in getting into actual pro- 
different 
media 


duction, no particularly 
copy approach or different 
seem as yet required or indicated. 

If and when the sellers’ market re- 
turns in any industry, our advice to 
clients will be to continue advertis- 
ing that sells the benefits and quali- 
ty of their product. I do not believe 
in advertising designed only “to keep 
the name alive.” 

Increases in advertising produc- 
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A prosperous 


but complicated year 


seen for industry 


® A GOOD YEAR, complicated by raw 
materials shortages and the change- 
over to war production, is foreseen 
by business paper editors in most in- 
dustries 

such as 


In some vital industries, 


building and automotive, volume 
will be off somewhat 
1950. INDUSTRIAL 


ING’S annual survey uncovered these 


from a tre- 
mendous MARKET- 


individual forecasts by editors 


Automotive 


Automotive Industries 


® With increasing allocation of ma- 


terials for military goods, the auto- 
this year does not 
all- 
time production record. To what ex- 
tent 


be affected is highly speculative at 


mobile industry 
expect to come close to 1950's 
motor vehicle production will 


this time 


Another world war would mean 
that the automobile industry would 
this 


again become an arsenal for 


country and our allies. Even under 
partial mobilization the industry is 
confronted with tremendous prob- 
lems, like the finding of satisfactory 
substitute materials and what to do 


about 1952 models 


SAE Journal 


® Automobile, truck, aircraft, trac- 


tor, and earthmoving equipment 
to do 


do as large a dollar volume of busi- 
ness in 1951 as in 1950 


manufacturers seem certain 
As a whole, 
civilian cutbacks here are likely to 
That 


of course, as re- 


be replaced by war business 


will not be true, 
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gards individual companies. Specific 


predictions about cutbacks in ma- 


terials and limitations on civilian 


production are futile to attempt 
Aviation 
Aviation Age 


= Tremendous expansion of military 


aircraft with assurance 


those making air- 


orders for 
of priorities for 
craft parts will attract more manu- 
facturers and suppliers to the avia- 
tion market than have been in it at 
any time since World War II 
Demand for transport aircraft will 
Growth of 
mercial air transportation both here 


continue strong com- 


result in a good 
volume of The lightplane 
market will be strengthened if the 


and abroad will 


orders 


military finds it cannot train enough 
World War II, is 


forced to hire aircraft service opera- 


pilots and, as in 


tors to give primary and basic flight 
training to cadets. If this 
happen, the operators then will have 
to undertake a broad re-equipment 
Lightplane manufacturers 
well as sub-contractors to 


doesn’t 


program 
will do 
larger airframe manufacturers 


Building 


American Builder 
Edward G. Gavir 
s Estimates of home building starts 
in 1951 range from 300,000 to 900,000 
The principal reason for a certain 
cutback in volume from the 1,300,- 
000 figure of 1950, and the wide dis- 
agreement in degree is the imposi- 
tion of Regulation X. This 
credit for 


curbs 


the extension of new 


Editors forecast 


home construction. It will destroy 
a sizeable market in which builders 
were selling on no down payment, 
and sharply curtail the 5 and 10% 
market. 

My estimate for 1951 is 800,000 
starts, which will include a marked 
increase in $15,000 
and up. There should be a softening 
of prices of 5 to 10%, better distri- 


down payment 


homes costing 


bution of materials and equipment 
to smaller towns, renewed activity 
in the remodeling field. and need 
for aggressive selling all along the 


line 


Progressive Architecture 

® New construction in the building 
category, not including heavy engi- 
neering projects or highways, will 
be off just about 20°. Hardest hit 
will be residential construction pri- 
marily because of credit curbs and 
secondarily because of critical ma- 
terial shortages. Most major build- 
ing types will be down except for 
industrial construction and expan- 
sion which will be up perhaps as 
much as 20% 

The important thing, is for manu- 
facturers of non-critical materials to 
develop usages for materials which 
have any possibility of substituting 
for steel, copper, aluminum, or co- 
balt 

It is my estimate that 1951 will 
still be one of the top three build- 
ing years in volume of dollar con- 
struction since 1928 


Brick & Clay Record 

] Sve issistant publisher 

® The structural clay products field 
which includes brick, tile, sewer 





1951 
Industrial 
Calendar 


Review 


By Merle Kingman 
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that users 
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type 
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Like 


since 
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stayed 


USS 


that 
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Known as the 


s de signed to 
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units 
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many protest 
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customers th quarterly basis but 


to accounting de- 
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protests from users, many assert- 
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UNITED AIR Lines 


functional . . 


novelty . . 


photo art.. 


typography.. 


The trend. . 
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Are sales call reports 


worth the cost? 


By William A. Marsteller 


Eight sales and management 


executives tell you . 





® SALES CALL REPORTS can rob you 

salesmen of time and burden your 

company with added clerical person- 
nei and equipment 

Are reports worth the bother” Is 

cost justified” 

find the answer, we surveyed 

nagement executives ol 

ve ndustrial compa- 

varying sizes and products 

these executives, &4 answered 


wout exception § the 


cost, the execu- 


agreed, sales call r« 


ae signed 
Consistently required 
Used at sales headquarters 
such a manner that the salesman can 
definitely see the worth of the data 
he submits 
4. Used as a tool of sales manage- 
ment rather than a form of policing 
In the comments of these sales 
and management executives are 
some clues to pitfalls and some sug- 
gestions for putting sales call re- 


ports ona profitable plane 


H. L. Huntley said 

Sales manager. district manufacturing and 
repair department. Westinghouse Electric 
Pittsburgh. 

s “The report should in no way ask 


any question to which an answer by 


the salesman would be an indictment 
against him. In other words, solicit 
the salesman’s aid by making him 
feel a part of the over-all team do- 
ing the job, and give him an oppor- 
tunity of also expressing his own 
ewpoint of what is needed to help 
him do a better over-all selling job.” 
Frank McNellis, Jr., said 
President, Imperial Brass Mig. Co., Chicago 
e“We use 


many purposes, the least important 


sales call reports for 
of which is to check up on the sales- 
man's activities. For example, clas- 
sHication and evaluation of custom- 
buyers, keeping 


ers and potential 


mailing lists up-to-date study rt 
I 


market trends, etc 


P. P. Wojtul said 

Sales manager, Con"nental Can Co.., 
New York 

e “In our case, we have a rather 
complete IBM system. This permits 
periodic summary data to be avail- 
able not only to the executive de- 
partments but to the district man- 
agers and to the individual salesmen 
as well.” The company goes all the 
way on reports, but uses the data so 
effectively as to minimize the prob- 


lem of collection 


H. T. Fowler said 
Sales ger, Cont tal Rubber Works. 
Erie, Pa. 





® “We change the style of report 
form from time to time because we 
find that if we use the same type of 
become 


report continuously, they 


more or less routine and the real val- 


Yes “The fact that the sales- 
man is obliged to put into writing the re 
sult of his effort not only gives us valuable 
information but crystallizes in the sales- 
man’s mind the many angles developed 
during his call.” . . . H. T. Fowler, sales 


, Conti 1 Rubber Works. 





ue is lost.” Mr. Fowler, in evaluating 
the worth of call reports, also said, 
“The fact that the salesman is obliged 
to put into writing the result of his 
effort not only gives us valuable in- 
formation but crystallizes in the 
salesman’s mind the many angles 


which developed during his call.” 


Harry P. Neher, Jr., said 
Koppers Co., Pittsburgh 
® “Call reports are the only method 
of keeping sales management suffi- 
ciently informed of day-to-day field 
developments to permit proper plan- 
ning. While salesmen are usually re- 
luctant to devote any substantial 
amount of time to paper work, we 
have found that they do not object to 
completion of uncomplicated call re- 
ports when the information is used 
properly and the results and objec- 
tives are clearly explained.” 

In the 14% of companies who con- 
sider sales call reports a waste of 


time and money, there are several 
well-qualified and vocal advocates. 
Usually they tempered thei: 


vote with a description of some other 


“no” 


type of control system 


The sales vice-president of one of 
America’s largest and most diversi- 
fied machinery manufacturers, long 
known for its aggressive selling poli- 
cies, said 

® “Some years ago we had a rather 
elaborate sales reporting system. As 
a matter of fact it was so elaborate 
and so detailed that it became in the 
minds of the salesmen only a neces- 
sary routine evil, and we found that 


Therefore, it 


it served no purpose 
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No 


system ... 


“Our sales reporting 
was so elaborate and so de- 
tailed that it became in the minds of the 
salesmen only a routine evil. and we 
found that it served no purpose. Therefore. 
it was abandoned.” . . . Sales vice-presi 


dent of a large machinery company. 


was abandoned. Personally, I am op- 
posed to sales call reports. Perhaps 
this needs some explanation 

“We have been continuously edu- 
cating our regional and district of- 
fice managers in the importance of 
keeping the factory informed on im- 
We have 


steadily been passing more and more 


portant negotiations 
responsibility to our managers in the 
field. It is felt that a good manager, 
one with native intelligence, knowing 
what to report and what not to re- 
port, and continually following his 
salesmen in the field, is worth more 
than any sales call report 

“We have developed cer‘ain over- 
all controls, which we prepare at 
headquarters. .. these reports give a 
direct comparison of each district of- 
fice performance and the total over- 
all company’s performance, and, in 
effect, each manager and each sales- 


man can readily determine his own 


Controversy... 


Mr. Marsteller presents here the first in a 
series of 12 articles on controversial market- 
ing subjects. The author and the executives 
he quotes are authorities in the field .. . 
even though many of these men disagree 
on the important issues they examine. Mr. 
Marsteller, former vice-president in charge 
of advertising. market research and sales 
promotion of Rockwell Mig. Co.. Pittsburgh. 
and its 14 subsidiaries, is a past president 
of both the National Industria! Advertisers 
Association and the Chicago Industria! Ad 
vertisers Association. 
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“We use sales call re- 


Yes 


ports for many purposes, the least impor- 
tant of which is to check up on the sales- 
man's activities.” .. . Frank McNellis, Jr.. 
president, Imperial Brass Mig. Co. 


effectiveness. We find that this 1s ex- 
cellent, and I am a great believer in 
more orders and less paper work for 
salesmen.” 

The sales manager of a well- 
known manufacturer of hoisting de- 


vices said 


® “When I was made sales manager 
after 20 years in’ the field, I promised 
my men they were going to be freed 
from being bookkeepers and stenog- 
raphers, and all I wanted was re- 
sults. I make enough joint calls to 
know who is and who isn’t doing a 
good job, and I think I can predict 
business better from personal ob- 
servation in the field than I can 
shuffling papers in my office.” 

Among others who felt sales call 
reports could not be adapted to their 
problems were several manufac- 
turers using agents or representa- 
tives. Manufacturers’ representa- 
ives, being self-employed and han- 
dling multiple lines, are usually 
loath to cooperate on sales control 
and report programs, and since prob- 
ably a majority of small and medi- 
um-sized industrial companies use 
manufacturers’ representatives, 
there is a considerable void in the 
sales planning of many of these com- 
panies 

Some have solved the problem ef- 
fectively. The best method is fre- 
quently through the pocketbook. A 
great stimulus to closer cooperation 
is a commission arrangement that re- 
wards not only the agent who got the 
order, but agents in other territories 
who contributed sales effort to get- 


Yes 


no way ask any question to which an 


“The report should in 


answer by the salesman would be an in- 
dictment against him.” .. . H. L. Huntley, 
sales manager. district manufacturing and 
repair department. Westinghouse Electric. 


ting the product specified or who will 
be responsible for servicing it when 
installed. 

The agent finds that to participate 
in the commission on a job, he must 
establish the fact that his efforts 
helped get the order and therefore 
he is willing to make reports to stake 
out his claim. 

While this method works best on 
engineered products where sales 
customarily cut across several terri- 
tories, variations of the method are 
successfully used by a growing group 
of industrials using agents 


Ray Durand said 
Sales manager, Edward Valves. 
E. Chicago, Ind. 
s “We don’t expect our representa- 
tives to give us detailed reports of 
all calls, or any kind of a daily work 
sheet. We do ask for and get pretty 
complete and regular reports from 
our representatives on all major jobs, 
or any which are in the buying stage 
over a long period of time, and a 
monthly summary of their activities 
on key projects. Our representatives 
realize that it is to their financial ad- 
vantage to show us they have had a 
part in making the eventual sale.” 
Some companies have tried to 
lighten the work load on the sales- 
men by equipping them with port- 
able typewriters. Most salesmen 
seem agreed this only increases it, 
and paint a desolate picture of lone- 
somely pecking away with two index 
fingers in a dingy hotel room, filling 
out a report they often believe is 
never read or acted upon at the home 
office 





that 


By Howard C. Sawyer 


8 PLENTY OF preconceptions must be 
tossed overboard when we begin to 
tackle a catalog 

Most important, as we discuss this 
catalog were working on, we must 
ealize that it is not another form of 
advertising in which \ put our 
selves out to attrac 


press, per- 


suade, convince and ompel our 
I spect 


A catalog has a specific function o 
its own, and it would be 
vestigate this function before 
tempt to build one 

Industrial operations are becom 
ing increasingly complex. with rapid 


expansion of variety of materials 


Beginning this chapter, I must make 
acknowledgment for much of the in- 
formation and inspiration, to Sweet's 
; 


Catalog Service and particularly K 


Lonberg-Holm 











Follow Through. . 


to write catalogs 


go beyond advertising 


equipments al! d services available 
and with no more probably less 
time for the individual buyer o1 
specifier to devote to product selec - 
tion. Thus, it becomes the responsi- 
bility of the supplier to provide as- 
sistance in locating, evaluating and 
selecting the needed products 
Advertising does not do this with 
the efficiency that the buyer desires 
Advertising’s real function is to 
sent to the buyer's atten- 
news and reminders about 
supplies which, normally, he is in no 
nmediate need of. Occasionaily, it 
is true, it may encounter him at the« 
nost propitious moment and it may, 
ndeed, even serve to frighten him 
into some not previously intended 
action but most of the time it is 
engaged in developing an awareness 
of a product's existence. its utility 


and, if possible, its advantages 


Seldom do we get an order from 
advertising 

The most response we can hope 
from our window-shopping prospect 
is a mental note of our proposition. 
to be recalled should a later circum- 
stance arise to make it pertinent 

The salesman, of course, has some- 
what the same difficulty. He is not 
always fortunate enough to arrive on 
the scene when the auspices are 
brightest. And he has the further 
disadvantage of not always being 
able to reach all the people who in- 
(On the 
by per- 


fluence product selection 
other hand, the salesman 
sistence, demonstration and person- 
ality can do more than advertis- 
ing can to open a deal where none 
existed or to close a deal when one 
is hot.) 

Problem, then, in the busy world 


of industry, is to have our proposi- 
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More Follow Through . . 
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The catalog, then, is a tool 


simplifying product selection 


Whether it is 


a bound volums 


distributed individu- 


ally or in along with 
and related 


the 


ther catalogs on simila 


products like Sweet's job of 


our catalog is to provide the buyer 
at the 


moment ol l sharpening 


in- 


terest, with information about 


voul 
product whi 
ide if 


the ft 


Vou! product 


irpose ne nas in 


2. To determine whether it is the 


best buy of all those products which 


do qualify (this may be only a tenta- 


tive decision, subject to further in- 


vestigation by means of a salesmani’s 


all, engineering p bid) 


oposat o1 


already sold on the 


product and is now ready to buy) 


form, size, etc 


to select which type 


is best for his requirements 


While advertising 


by the frequency of its 


s characterized 


mpact upon 


the prospect, the emphasis upon at- 


tention-seeking devices. and the 


to create brand aware- 
the 


catalog is characterized by its per- 


opportunity 


ness and company acceptance . 


manent accessibility and (in the case 
of the effective catalog) by the com- 
pleteness and order of its information 
for purposes of selection and com- 


parison 


Failure Even Now .. Yet the fail- 
ure of many Catalogs to be effective 
is nearly as great today as it was in 
1906 when, in the introduction to the 
first issue of Sweet's Architectural 


F le, 


it was stated 








Forum subject for January . 


The defense program will cause product 
and material shortages. resulting in rapid 
ly increasing backlogs. In this situation, 
what will and what should industry do 
about sales and advertising in 1951? 

To clarify and summarize the thinking 
of all business on this subject. INDUS 
TRIAL MARKETING asked important top 
executives for answers to this question: 

Will your tompany decrease or in 
tensify its sales, advertising and promo 
tional activity in 1951, and what is the 
reasoning behind this decison? 





Walter Geist 


8 It is our policy at Allis-Chalmers 
to keep our advertising and sales 
promotion budgets on a rather even 
keel through the years. We feel this 


; 


is one way to meet the problem of 
periodic cycle changes and still as- 
sure us reasonably steady progress 
and growth over the long pull 
Following this policy, our plans 
for 1951 call for 


effort, adjusted upward ir dollars to 


ontinued strong 


meet rising costs 


management 


forum 


It is our belief that however long 
the current sellers’ market may last, 
it must some day return to a more 
normal buyers’ market. We would 
be shortsighted indeed not to keep 
our bridges intact on the road back 


to normal 


]. F. Lincoln 


® It is our expectation that we will 
increase our sales efforts by intro- 
ducing our product into new fields 
Not because we need more business, 
but because of the fact we want to 


make sure the market is expanded 


Robert D. Biack 


® Sales and advertising activities as 
laid out for 1951 are the most ex- 
tensive in the history of our com- 
pany. There are many reasons for 
this, one of the principal ones being 
the fact that the electric tool indus- 


try is undergoing one of its most 


A monthly discussion, 

in which industry's top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


ond advertising problems 


rapid growth periods in history, and 
in view of this, more intensified 
work in the selling and advertising 
fields is appropriate 

Naturally the planning for 1951 is 
somewhat clouded by the imminent 
threat of all types of limitation or- 
ders which are part of a war econ- 
omy, but until such time as these 
conditions may become a fact, we 
are carrying forward with our ex- 
panding efforts under full steam 

Should we be confronted in 1951 
with a war economy, we would not 
decrease our sales personnel in the 
field, but thei: 
would be changed to one of render- 


duties of course 


ing service where it was of greatest 


benefit to the war effort, rathe: 
than to the promotion of merchan- 
dising programs such as in the nor- 


mal economy 


Philip B. Niles 


@ We have reached the conclusion 
that Yale & Towne should continue 
and perhaps intensify its aggressive 
advertising and sales promotion ac- 
tivities in 1951 to enhance further 
the value of our trade names and 
sales franchises granted our distrib- 


utors 
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Although it is possible that we 
will not be able to provide all the 
items needed by our civilian cus- 
tomers, it is our view that we must 
be alert to our opportunities to ex- 
plain such conditions..and at the 
same time continue to stimulate 
through advertising the basic de- 
mand for Yale products against the 


return of more normal conditions 


R. B. Heppenstal! 


® It is our intention to increase sales 
effort and our advertising program 
during the year 1951 

We are expanding product lines 
in the fields of material handling, 
hot working die steels, metal and 
wood-cutting knives, and high tem- 
perature alloy forgings for jet en- 
gines and gas turbines 

Holding up such programs would 
be, in our opinion, poor policy be- 
cause the advancement which we 
hope to make will be of material as- 
sistance in the nation’s armament 


program 


G. H. Johnson 


® The volume and nature of our 


business changes materially from 
year to year and from peace to a 
war-time basis. Yet, the sales effort 
required to cover the field remains 
substantially the same 

During 1951 we contemplate no 
major changes in numbers or or- 
ganization of our sales personnel 
There will be no change in the size 
of our advertising program. Our 
only change will be a different sales 
approach in keeping with today’s 
conditions 

This decision is, of course, materi- 
ally substantiated by today’s situa- 
tion where our only problem is pro- 


duction. 
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George O. Boomer 


s Our companies have decided to 
increase the advertising budget over 
1950 only to the extent of stated and 
estimated increases in the cost of 
mechanical preparation and space 
rates 

Our budget has made possible the 
production of some highly special- 
ized technical literature which, sup- 
ported by a substantial volume of 
reminder advertising, has helped 
create for us an important position 
of leadership 

Economic developments and 
changing market conditions will dic- 
tate approaches and appeals, but we 


feel we must continue with a fair- 


sized program of advertising 


W. F. Rockwell, Jr. 


® While there have been some tem- 
porary adjustments, by and large 
we have been in a seller's market 
for virtually all Rockwell products 
since the end of the war. Conse- 
quently, our sales and advertising 
pattern for 1951, so far as budgets 
are concerned, will not vary greatly 
from recent years 

Depending upon military condi- 
tions, the copy slant of our advertis- 
ing and the field work of our sales- 
men will undoubtedly be modified 
to place less emphasis on straight 
sales appeals and more emphasis on 
service, maintenance, proper usage 
etc 

We believe that the existence of a 
seller's market is not in itself justi- 
fication for retrenching on advertis- 
ing and sales. Increasing sales and 
promotional costs make it necessary 
to spend more dollars to do the same 
job as in the past. 

While we are studying each of our 
product lines individually to estab- 


lish 1951 sales and advertising budg- 
ets keyed to conditions in each of 
the different industries, we do not 
want to make the mistake of assum- 
ing that our competitive position can 
be maintained indefinitely unless we 
continue aggressive promotion and 
servicing of our products 

It seems likely that the seller's 
market will continue for a long 
period for many of our products, 
but no seller’s market is likely to 
remain permanent, and relaxation 
now may mean lost ground !ater on. 

While we are approving budgets 
for the entire year, we are empha- 
sizing to our divisional managers 
the necessity for frequent restudy 
during the coming year. We expect 
to tailor our plans at frequent inter- 
vals to compensate for changes in 


demand and in our markets 


C. H. Stevenson 


# If advertising and sales promotion 
are simply for the purpose of ob- 
taining orders, we should reduce 
these activities materially during 
1951. Actually, however 
tivities have other important ob- 


jectives of value to the buyer. These 


these ac- 


are more important this year than 
ever, when industry is expanding 
for war work, and when many com- 
panies are taking on new kinds of 
endeavors 

Imagine yourself as a purchasing 
agent, or a plant engineer, attempt- 
ing to set up a new production shop 
without advertising or sales promo- 
tional material. 

“What is the latest and best equip- 
ment or material for my job?” 

“What is it like?” 

“Who makes it?” 

“How can I reach them?” 

Advertising and sales promotion 
is an important cog in our produc- 
tion machine and to keep that ma- 
chine at top speed is our most im- 
portant job. We shall increase these 
activities keeping them slanted to- 
wards supplying as much help to 
the consuming industry as possible. 
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ods in the major fields that this pub- 


lication industrial distribu- 


covers 


tion, market analysis, sales manage- 


ment, sales promotion, advertising 


and public relations 
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each month 
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and which 
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quote opinions ten or more 


leading management executives on 


a vital, topical question of manage- 


ment policy affecting industrial ad- 


selling 


with 


vertising and 


Consulting INDUSTRIAL MAR- 


KETING in its graphic redesign was 


Dan Smith 


typographer 


designer - 


di- 


well-known 


and executive art 


Poole Brothers, Chicags 
Mr. Smith formerly was art 
director of Hart Schaffner & Ma: 
During that time and his tenure at 
Poole Brothers, he many 
awards for work So- 
ciety of Typographic Art, the Amer- 
ican Institute of Graphic Arts, the 
Art Directors Club of Chicago, the 
Artist Guild of Chicago and the Di- 
rect Mail Advertisers Association 
Among Mr. Smith's contributions 


to the business paper 


rector ol 


printer 


has won 


his from the 


field was his 


work 
Age during its redesign more than 


as consultant to Advertising 


a year ago 

In the graphic arts, the personal- 
ity of Mr. Smith's work and, in fact 
of Mr. Smith himself, have been dif- 
ferent and colorful. Not content with 
the search for perfection in his own 
work and that of his co-workers, he 
has been known to drop a “hot job” 
to give a couple of precious hours 
to a sincere beginner or a puzzled 
Joe Kokomo. Not a of 
these neophytes have been steered 
the “Dan 


from few 


into profitable jobs by 
Smith Employment Service.” 
Mr. Smith is the kind of man who 
takes a 


about 


ribbing for his very “man 


town” appearance . .rumored 
to have resulted from his years with 
Hart, Schaffner & Marx.. but 


who know him are sure that balanc- 


those 


ing a wardrobe is as natural for him 
as balancing the design of INDUSTRI- 
cover 


MARKETING 


AL MARKETING S 
The 
from that cover to the last page, is 
for 


dramatic reading 


new 


new INDUSTRIAL 


designed easier, clearer, more 


INDUSTRIAL MAR- 
KETING believes that its readers will 
that 


find it way 
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The “attention-getter of the year" for your 
marine products — in a year of 
expanding needs for merchant ships. 


On February 10, 1951, the newly completed, luxuri- 
ous 683-foot passenger liner “Independence” of the 
American Export Lines Inc. will sail from New 
York on its maiden voyage to Mediterranean ports. 


This newest achievement of American shipbuilding 
art and engineering skill will be fully deseribed 
and illustrated in the March, 1951, issue of Marine 
Engineering and Shipping Review. 


The entire feature section of this issue will be de- 
voted to an authoritative design and engineering de- 
scription of the Independence, complete with illus- 
trations and detail plans. The sectionalized deserip- 
tive story will feature the design, the hull and 
propulsion machinery, accommodations and ap- 
pointments, deck and navigating equipment. air 
conditioning and other distinctive features. 


New York * Chicago * Cleveland * Washington, D.C. *¢ 


January 1951 


The March issue will be another in Marine Engi- 
neering’s long series of distinctive ship descriptions 
which have been recognized for half a century as 
standard reference records throughout maritime 
circles. The “Manhattan”, the “Panama”, the 
“America”, the “Victory”, the “President Cleve- 
land”, are examples of earlier vessels in this series. 
An installation story of your products in the 
Independence Number will give you wide user 
prestige and sales impact at a time when the need 
for ships is growing steadily. Get in touch with 
Varine Engineering and Shipping Review without 
delay for space reservations and more complete 
information. 


Phone or wire 

space reservations 
for the March issue 
to our New York office 
30 Church Street, 
New York 7. 


Portland, Ore. * tos Angeles * Dallas 





How hard must we sell 


when demand gets 


ahead of supply? 





who have beer 
too quietly that 


ng should start 


Ss figuring on 
f step with 
the 
Sure, the business 
last, and probably will came in fast- 
el But will it come in fast enough 
lies ahead? We are 


not playing for peanuts any more. All 


to do the job that 


the former standards for sales went 


out the window when Russia let 
those armed maggots out from under 
the Iron Curtain 

Russia is out to get the world. We 
can't hope to match her armed mil- 


lions, numerically. We can't out- 


This is a condensation of an address 


at the Regional Power Conference in 


Chicago 


number them, but we can out-pro- 


duce them 


Four Alternatives for Industry . . 
There lies the challenge. We have the 
same challenge no matter how things 
go in the future. Here are the four 
alternatives: the Big War, a series of 
Little Wars, a Phony 


perhaps 


Peace or 
real peace 

The Big War is something we don't 
like to think about, but it’s not ex- 
actly a matter of our own choosing 
1951 


knows when the gamblers in the 


Tomorrow Spring, who 
Kremlin will decide tc make it all on 
nothing 

In this situation, can any citizen 
lay down on the job? Is is possible to 
sell too much power, too many mo- 
tors and controls and electric heat- 

rs? Is it possible to make America 
too produc tive? 

There are two disturbing elements 


the production outlook 


1. The durable goods index will go 
up 185 in 1951 but the index of 
mineral production will go up only 
15 In case you had any doubts, 
that means that industry is going to 
be plagued by shortages in copper, 
aluminum, lead, steel, and so on 
These shortages have to be made up 
somehow, and the net result will un- 
doubtedly be a cutback in consumer 
durables, such as appliances and 
automobiles. This also indicates that 
the power industry can rely less on 
appliances to soak up reserve kilo- 
watts, and must put greater effort in- 


to industrial power! sales 


2. But, the really disturbing element 


is this: “The over-all increase in na- 


* 


By C. H. LANG 


tional output, 1951 over 1950, will be 
accomplished by a nearly propor- 
tionate rise in manhours of work, be- 
cause (Get this!) little, if any, gain 
in productivity is to be expected dur- 
ing a period involving shifts in pro- 
duction and shortage of materials.” 
This could very well be our coun- 
try’s Achilles’ heel 

In this situation, is it possible to 
make America too productive? Of 


course not 


‘Little Wars’... Perhaps Russia 
won't try the Big War, but will con- 
tinue to start the “little wars,” with 
the objective of bleeding us, not only 
of manpower, but also of money and 
resources 

These 
aren't 
items. In 1939, a light tank cost 
$27,000. Today, one light tank costs 
a quarter-million dollars. Airplanes 
The B-17 of 1939 set the taxpayers 
back $330,000, but today’s B-50’s and 
B-47's cost up to $3,500,000 apiece 


‘Little Wars” 


bargain-basement 


so- called 


exactly 


Fighter planes: you could get a good 
fighter plane for $67,000 in 1939. To- 
day, Uncle Sam forks out $275,000 
apiece 

It costs big money to carry on 
these so-called “police actions,” and 
in a spot like this, our job is to sell 
efficiency. We must channel Ameri- 
ca’s expenditures into productive ca- 
pital goods, to counter the sheer 
waste of “little” wars 

This is real peril, and most par- 
ticularly calls for continued sales 
pressure. We must keep our foot 
down on the sales accelerator, to see 
that American industry doesn’t slow 
down in its drive for greater produc- 


tivity .. and survival 
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CUSTOM 
COVERAGE 


Constructed of vulcanized fibre and molded plastic, the hard 
rounded shell is designed to deflect flying material. With lamp 
in front, a short visor to shield the face and an inner cushion to 
absorb shock, the helmet is oil-and-waterproof and will not 
conduct electricity. The miner's cap, special headgear for a 
hazardous occupation, is built to protect and to provide 
custom coverage. 


Chemical Industries Week also furnishes special coverage to its 
advertisers . . . provides them with a custom-selected audience of 
management men, hub-group of buying influence in the upsurging 
Chemical Process Industries. To effectively serve these top-echelon 
readers, the magazine began weekly publication in January. Now, 
as the only interpretative newsweekly for both technical and non- 
technical cheir.ical businessmen, Chemical Industries Week is 
unique in its field. 


This new, essentially different service offers an unusual opportunity 
for advertisers to augment sales in the rich chemical process market. 
Survey after survey has proved the interest and need for an inter- 
pretative news publication to serve management at all levels. To 
keep pace with the amazing development of this vast field, the 
weekly reports up-to-the minute news and analyses of trends 
affecting this fastest growing segment of U.S. industry. 


Chemical Industries Week, with its brand new format, greater 
frequency and expanded staff is edited to capture the interest of 
busy process executives. Here is a long needed sales tool which 
provides an effective and economical medium for alert advertisers 
serving the Chemical Process Industries. Use Chemical Industries 
Week to obtain custom coverage of chemical business leaders... 
and to create and maintain a preference for your product among 
this vital buying and specifying group. 


A McGraw-Hill Publication * ABC + ABP 





POSITIVE PROOF OF 


This readership study is the FIRST survey conducted 
by the Advertising Research Foundation for any publication 
serving the light construction industry. 


999 of the qualified readers interviewed, remembered seeing 


one or more of the advertisements measured. 


81% of the readers who claimed to have purchasing influence 


stated they specify or recommend makes or brands 
See this Study 


Call your nearest 
AMERICAN BUILDER 
representative for a re- 


view of the interesting 769 of the readers interviewed remembered seeing one partic 


899 of the home subscribers interviewed stated they read every 
0 issue of AMERICAN BUILDER 


contents of this unbiased 
readership study. Also, 
arrange for a showing 
of the AMERICAN 
BUILDER 60-frame 


strip-hlm presentation 


vier black and white advertisement 


IREDS . « &. 
READERSHIP =. 
Readership of editorial pages ran 
as high as 60% in AMERICAN 


BUILDER. Five typical poges are 
shown here. Technical and How- 


e 


to-do-it items scored exception- 
ally high. Blue Prints and Econ- 
omy House picture pages scored 
even higher — 79%. You can 
judge for yourself the value of 
this high readership in terms of 
your own products 


Advert = 
ang What? 
READERSHIP 


One or more of the AMERICAN 
BUILDER advertisements measured 
were noted by 99% of the 
readers. The 20 highest scoring 
ads consisted of 16 full-page and 
4 two-page spreads—9 in black 
and white, 11 in color. The latter 
included 9 in run-of-publication; 
1 in special color and | in four 
colors. Seven of the top ads ap- 
peared in the bock — beyond 
page 160 of the February 1950 
issue measured 


AMERICAN 





y of American Builder 


Here are the most accurate and unbiased facts proving The figures in this study prove the effect of color, posi- 


that AMERICAN BUILDER advertisements are read and tion, and space sizes for stepping up readership. It reflects 
remembered by the key buying influences — your best the selling power of each manufacturer's sales message. 


It proves high readership values in AMERICAN BUILDER 


prospects 


This new kind of copy and idea book is valuable for sales - values that are ready to work for you in 1951. 


and advertising executives, account executives and copy : 

Your nearess AMERICAN BUILDER representative 
chiefs responsible for the sale of products to the huge light 
will gladly show you this study or arrange for a private 


or group showing of the AMERICAN BUILDER 6v- 


construction industry. You can use this impartial study 
to guide you in planning sales and advertising to the 


responsive AMERICAN BUILDER audience frame full color strip-film presentation. Call him today 


A SIMMONS-BOARDMAN PUBLICATION 


@ [) A M E R l C A N 79 West Monroe St., Chicago 3, Ill. 
YT TRAT nN [ 30 Church Street, New York 7, WN. Y. 
} 1 Brooks Bidg., 2909 Maple Ave., 514 Terminal Sales Bidg., 
1 , | 2 [ Ann Arbor, Mich Dalles 4, Texas Portiand, Ore 


Terminal Tower, 816 W. Fifth St., 1914 Minor St 
Cleveland Los Angeles 13, Calif Seattle, Wash 


Powe: Tools and Teamwork 
Speed Roegh Praming 


of the Light Construction Industry 





How Atlas developed 
its ‘best’ promotional idea 


® THE BEST promotional idea of 1950 
for Atlas Steels, Welland, Ontario 
vas not a flash of inspiration but, like 
most such ideas, developed slowly in 
pieces supplied by several persons 
The idea was a series of portraits 
of employes by photographer Yousuf 
Karsh 


of the famous 


known for his photographs 
including President 
Truman, Winston Churchill, Gener- 
al Eisenhower and King George VI 
The photographs, aimed at publiciz- 
ng the company and honoring the 
nen who make the company’s steels 
vere put on exhibit and distributed 
to business papers and the rotogra- 
vure and news sections of news- 
papers, which have given consider- 
able space to the collection 


Evolution of the idea began when 


President R. H. Davis of Atlas de- 
cided to do something differently 
When the 1951 Atlas calendar hit the 
planning stage, Mr. Davis felt that 
this time, instead of using pictures 
of plant processes, he would like to 
picture some of his employes 

He called in A. Earle Higgins, di- 
rector, editorial development divi- 


sion, Charles Francis Press, Inc., 
counsel to Atlas on its stainless steel 
promotion. Mr. Higgins started a 
search for a artist who 


worked in oils. But he ran into diffi- 


portrait 


culty finding a Canadian who could 
paint authentic plant background 
Someone tipped Mr. Higgins that 
Mr. Karsh had 
European trip. Mr 
Ottawa to set forth to Mr. Karsh the 


returned from a 


Higyins flew to 


opportunities of a change of pace 
from photographs of the famous to 
photographs of industrial workers in 
dramatic settings of mill and shop 

Mr. Karsh liked the idea. He re- 
q'iested and was granted a free hand 
to select his own subjects. He walked 
into the mills unannounced, was 
recognized almost immediately by 
some workers and the grapevine 
spread the word 

Employes were eager to cooper- 
ate. That fac: and Mr. Karsh’s work 
methods obviated loss of production 
time, with the exception of 20 min- 
utes in the hammer department 
where vibration upset focus 

The result was a collection of pic- 
tures that tell a dramatic, authentic 
story of the men and machines be- 
hind the product. The calendar on 
which the photographs appear will 
go to every customer, employe, li- 


brary, and school in Canada 


Problems in marketing 





quiries. Your sales manager may 
not want you to place emphasis on 
inquiries for the immediate delivery 
of products but we are quite sure 
that he is still interested in inquiries 
for basic information on your prod- 
ucts, inquiries regarding the appli- 
cation and production problems of 
your customers 

Perhaps it would be well to re- 
view your advertising and see if you 
can turn your copy along informal 
lines that will inspire inquiries 
which will not be embarrassing to 
sales and operating managements 
but which, well handled, will con- 
tinue to keep you high in the good 


will rating of your customer 


Vital sales activities even 


though company is oversold 


® Today's present oversold condi- 
tion of companies selling to industry 
is one of the worst influences on 
good salesmanship. Salesmen get 
tired of the continual harangue 
about products they can’t furnish 
and tend to make fewer and fewer 


calls. There are, 


things you can do about this 


however, many 


1. Organize a committee to de- 
termine the best answers to each 
customer question. This wili raise 
the average of answers and will al- 


ways maintain good will 


2. Bring out all of the by-product 
items and parts that you have neg- 
lected in the past. Popularize these 
with your men. Insist upon the men 
trying to sell something on each call 


if at all possible 


j 
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Quality Quality 
AREADER ACTION (‘*Performance) 


Quality Superior 
proves AREADERSHIP andaAdvertising Values * 


May we send you PROOF of this quality readership? Write for your copy of “An 
Audit of Readership”... not a “readership study” but an audit of KNOWN reader- 
ship. Address Putman Publishing Co., 737 North Michigan Ave., Chicago 11. 
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How Anaconda works employe clubs 


.. Fun your own, pay as you go 


By Robert Newcomb ond Marg Sammons 


In a@ tradition-steeped mining town 
Butte. Mont. 
miners a veritable Stork Club. The com 


the company gave the 


pany'’s unusual policies in running this 
employes club were so successful that 
similar clubs have been opened in plants 


in two other towns 





@ THE EMPLOYEES CLUB is normally 
the place where the employe goes 
finds nobody there, and leaves 

It is the grim barracks with the 
dirty windows, hard chairs, and the 


door padlocked. It has been built as a 


monument to the good feeling of the 
company toward the employes, and 
it ends up a tombstone 

Fortunately, this is not universal 
It is not true in Montana, where a re- 


markable 


recreation was undertaken four 


experiment in employe 
years ago in a modern type of em- 
ploye club. With the success of the 
venture still fresh, the sponsor com- 
pany completed a second club at an- 
other plant location. By the time this 
appears, the doors will have swung 
open on a third 

The sponsor is the Anacenda Cop- 


per Mining Co., and it has set a pio- 


neering pattern in industrial rela- 
tions through giving a new stream- 
line to an old medium. For the ACM 
clubs, as they are known, have been 
built on several premises as sound as 
the ground on which the buildings 
are built 

One is that, if 


an employes’ club, you may as well 


you're going to build 


build one good enough to encourage 
employes and their families to use it 
Another is that, if it’s for employes 
it ought to be administered by em- 
ployes, with a minimum -amount ol 
interference... or none at all from 
the conipany. A third is that, if em- 





IMPACT... 


with a readership of fifty-five thou- 
sand—more than four “demand” 
readers per copy—American 
Aviation guarantees your advertis- 
ing story will be told to Men of 
Decision throughout the entire avi- 
ation industry. With this impact, 
American Aviation gained 125 
pages of advertising during 1950 
over the previous year, a gain of 
more than 25%. 


merican 


oil viation 
@ Washington, 
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Pulleys and Sheaves 
Fasteners Bellows and Diaphragms 
Metal Alloys Paints and Varnishes 
Clutches Capacitors 
Motors and Controls Transmissions 
Molded Plastics Welding Equipment 
Ceramic Parts Electroplating 
and hundreds of others 


tines happen when er see» MACHINE DESIGN 





coAMEN BP) 


A Penton Publication, Penton Building 
Cleveland 13, Ohio 


Here’s how you can reach 60,000 
Engineers who want to know what 
your products will do for the equip- 
ment, appliances and machines they 
design and build. . 
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INSULATION 


By their investment 
year after yeor 

in the advertising pages 
of POWER 

the makers of insulation 





rank this magazine by far the first 





among those claiming to serve the power field . . . 
in fact, regularly among the first three or four 
publications serving any and all fields. 

Through POWER they reach 

the top engineers responsible for 

heated and chilled water, heating, refrigeration 
and the many other power services 

throughout all industry . . . 

the richest concentration of 

power-goods buying power in the world — 

made possible, most advertisers know, 

through consistently outstanding editorial service. 
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Industrial employment figures 


® During the time when figures on industrial ac- 
tivity based on the Census of Manufactures were 
not available—and the period between censuses 
was 1939 to 1948—students of industrial marketing 
were forced to use other data. One of the most ac- 
cessible types of information was industrial em- 
ployment, based on Social Security figures, which 
were accurate in that they represented payments 
by employer and workers for social security bene- 


tits 


The chief advantage of these figures was that 
they enabled individual industries to be compared 
with other companies in the same field. The chief 
drawback was that the employment statistics were 
based on all employes on the payrolls of these 
companies, and therefore did not differentiate be- 
tween production workers and those in office 


sales and other non-production activities 


There are some industries where a large indus- 
trial output can be maintained with a minimum 
number of production workers. The use of auto- 
matic machinery has enablivd industry in certain 
fields to increase output without increasing the 
number of workers, or, in fact, to maintain it with 
a reduction in the number of péoplé engaged in 


actual manufacturing operations 


On the other hand, there are many types of in- 
dustry in which sales and promotion activities re- 
quire the services of more people than are engaged 
in actual production. Cosmetics and drug products 
are among the industrial classifications in this 
field. For this reason total industrial employment 
cannot be regarded as an accurate measurement 
of industrial or production activity, even though 
for companies in the same industry it may furnish 
a guide to relative buying power 

Census of Manufactures figures, which show 
the number of production workers, value added by 
manufacture and other specifics which relate to 
production activity, therefore seem to us to be the 
best statistical base for market evaluation. In com- 
paring industries of one type with those of anothe1 


type, these factors will be subject to fewer vari- 


speaking 





ables than when total employment figures alone 


are used as the basis of the comparison 
Problems of a mobilization economy 


® Manufacturers entering 1951 are confronted 
with many new problems growing out of the mo- 
bilization economy which has developed as the re- 
sult of reverses in the Korean war and the neces- 


sity of building up our armed forces 


Manufacturers of industrial equipment and ma- 
terials will play a key role in war preparations. To- 
day’s wars are made possible only by industrial 
might which is translated into the fire power of the 
army, navy and air force. It takes vast industrial 
facilities to build, equip and maintain a modern 
military establishment, and the contributions of 
those who produce the weapons and materials 
which make successful warfare possible therefore 
carry a tremendous responsibility to the fighting 


forces and the whole nation 


In planning 1951 advertising, these manufac- 
turers will be able to accelerate the mobilization 
program by keeping the industries which are pro- 
ducing for war purposes supplied not only with 
the best machinery and materials, but also with 
the information which will enable their workers to 
do the best possible job. Transmission of technical 
information played a great role in the successful 
accomplishments of industry in World War II, and 
it will continue to furnish vital information to 
those on the industrial line whose efforts will sup- 


port those on the firing line 


There is every indication that industrial adver- 
tising will be geared successfully to the tasks 
which will be assigned to it during the coming 
months. As one leading industrial advertising 
agency man said to INDUSTRIAL MARKETING not long 
ago, advertising will continue in volume, but :t will 
be changed in direction and emphasis to accord 
with the changing needs of this new economy 
Manufacturers, including their sales and advertis- 
ing executives and their advertising agencies, must 
be on the alert to make the best possible use of the 
opportunities for rapid dissemination of important 


information which their advertising provides 








The river’s full of fish again ! 


Many streams, once polluted and barren, are 


running again with fish. The nation’s oil refiner 
ies have done the'r part through a vigorous, self- 
imposed disposal campaign that has helped to 
keep the rivers free of harmful wastes. 

Four years ago, the first authentic articles on 
refinery waste disposal appeared in Petroleum 
Processing. This series, now bound, rates as an 


authoritative guidebook . . . another reason why 


readers look to the youngest refinery publication 
for the best thinking. 

Standing first in the field in readership and in 
circulation, Petroleum Processing offers the ad 
vertiser a larger, more recep 
tive audience of more than 
ten thousand refinerymen .. . 
every reader a management- 


selecte d buying factor! 


THE BEST-READ REFINERY PUBLICATION 


REACHING THE MOST REFINERY READERS 


A Platt Petroleum Publication 


Heodquorters, 1213 W. Third St., Cleveland 13, Ohio . . . Offices in New York, Chicago, Philadelphia, Houston and Los Angeles 
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Who Are the Real Buyers? 


In every metalworking plant that buys mac hine tools, small 


tools, materials, oF equipment i volume. purchases are con- 


nufacturing execu 


Many 


trolled by a group of engineering and ma 


tives who form an ines parable, decision-making team. 


of these men work behind the scenes: most of them are 1 


accessible to salesmen, yet all of them function together 
step mm the manufacture of a metal product is 


hbecaus every 
other. Production exe utives alone do not 


related to every 
to buy production equipment: thes 


oblems of the tool engineers. 


ves with whom they work 


have complete authority 
must take into ¢ onsideration the pt 


product designers and other execull 


Likewise, engimeer> alone are not 
but must consult with produe- 


responsible for spectlymne 


tools, mate rials and accessories. 
thon men regarding the manutacturing processes which thet 


«elections involve One man may seh a purehas« order, but 


many engineering and 
manufacturing * xecu- 
tives contr ibute thei 
knowledge and exper 


ence in making the final Where Are They? 


«election 


There are approximately 12.479 plants im the entire metal: 
working industry The real volume-producing plants. how- 


ativelw few While ovet 19.000 plants employ 


ever, are compat 


over 20 men. only 4.235 have ovet 14) employees. Becaus« 


in size. circulation figure= ean 


of this treme ndous variation 
be m sleading Compare the importance to vou—ot the Work- 


plant with that of the manage! 


Manager of a large automotive 
Yet both are 


of the little metalworking shop down the street. 
a “unit” on a subscription list, and both are classife d in the 
same category on 4 circulation statement And so the adver- 
tiser who wants to reat h the real buvers ol metalworking equip: 
first make sure that hi- advertising I going to the 


ment must 
lants. Then, addition, he must 


important, volume -pure hasing pP 


make certam that it tt being read by the right men i thos 
plant= not by just the produc tion men, not by just the eng! 
neers, but by the men ™ every activity and at every level of 
authority who have a voice making purchasing decision= 


a @ 
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About MACHINERY’S Coverage 


Metalworking’s Real Buyers 


I 
the important mets Ilwork 
4 i exec ive who 
ig x ut h 
influence e the selection of equipme il. 
! na t 
! chin 


parts. ‘ 
i tools and materials. but who are i 
sible to salesmen. ars 


How MACHINERY Reaches Them. 


VACHINERY'S combination ol paid « ireulation and Directed 
Distribution assures penetration to the real buying influences. 
Under this plan, we maintain contact with the key executives 
im the eountry § major metalworking plants Most of these 
men have long been subscribers to MACHINERY. but if we 
locate a man who is not and if our investigation definitely 
proves that he has real purchasing authority then we send 
him a personal copy ol M ACHINERY every month. Approx 
imately 18° of MAC HINERY’S total circulation Directed 
in this manner All of the men who receive Directed copies 


must request continuance of this service at six-month intervals. 





and it highly significant that we get a “renewal request” 
from this group of top exe utives ol 95.8°.. Diree ted Distribu- 
tion, plus = lective subscription selling. makes sure that your 
message penetrates the volume-purchasing plants thoroughly 
and reaches metalworking * real buying authorities. The 


Industrial Press. 148 Lafayette Street. New York 15. N. Y. 


Production in the Manufacture of Metal Products 
u 





® DECEMBER advertising volume for 
- . 

advertising volume 253 business papers reporting to IN- 

DUSTRIAL MARKETING shows an in- 

; 7 crease of 1.5 over December, 1949 

ifl business papers Year-end figures for the group, 1950 

compared to 1949, show a loss of 

13 335,736 pages cart ied in 1950 
to 340,291 pages in 1949 

The 151 industrial papers gained 

3° in December, lost 13° tor cu- 





D b mulative totals, or 201,510 pages in 
ecember “ 
1950, 204,065 in 1949 

Product news papers, counted by 


*e change 1/9 


| page change | page units, were up 84° in 


~ : December, 4.2 for the year. The 
trade group lost 6.8°; for its 52 pa- 
pers in December, but only 3.1°¢ for 
the year to date period 
The 26 class papers gained 4.6 
eerie 24.767 for December, 1.7 for the entire 
year. Export papers lost 19 in 
December, declined 9.4 for 1950 


Complete year, 1950 
over 1949 





1949 page change °e change 


Grand total 335.736 340.291 


Industrial Group Dec. Pages Total yr Industrial Group Total yr. pgs. 
94 1950 1 re 1 
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Equipment *! Magazine of Building 
Construction News Monthly ° 2 805 Machine Design 
Constructioneer i 1296 Machine & Tool Blue Book 
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Contractors & Engineers Monthly Machinery 
94x14 51 ; 674 Manufacturers Record 
Dairy Record 5 > | 926 Marine Engineering & Shipping 
Design News 12 ( | 1308 Review 
Diesel Progress x12 ; | 538 Mass Transportation 
Distribution Age . , 675 Materials & Methods 
Drilling 5 : 967 | 962 Mechanical Engineering 
Mechanization 
Includes a special issu includes classified advertising Metal Finishing 
Estimated Two issues tree issues ‘Four issues Metal Progress 
Five issues Six issues x10 units, sold as pages Milk Dealer 
Does not include advertising in special Western section Mill & Factory 
Distribution Age 1949 t als include a directory « eparate Mining Engineering 
ssue. 1950 figures include dire ry as one of 12 ie Modern Machine Shor 
National Provisioner } n 1949. 52 we n if Modern Packaging 





Seattle firm hendles 
$54 sillion railrosed 
job in Alaska. 
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$500,000 vam in worth 


firm does $50 
ving job in Hew Hamp 
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Oregon firm does $40,000 Dakota Leing built by Mass. contractor 


levee repair job on fet ime 
River, Wash. 


Minneapolis contractor builes $1,847,000 
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Connecticut firm does 
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—“lTennessee fire builds 
$118,000 road in 
Arkansas. 
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$348,lul transmission - * 
line in arizona. 


Construction men are constantly on the move 


Unlike other fields, the construction market does 
not stay put. A contractor literally moves his plant 
from job to job. The key men in the industry — the 
men who buy, operate and maintain construction 
equipment —are in perpetual motion. 

This “crazy quilt” pattern of buyer movement is a 
nightmare to circulation managers. For the problem 
(of locating these construction men) just can’t be 
licked, effectively, through traditional circulation 
methods — paid or controlled 
The only men in constant touch with the job move- 
ments of the nation’s contractors are the salesmen for 
construction distributors. These salesmen — more 
than 700 of them, out in the field, in every trading 
area in the U. S. and Canada — are the subscription 
men for CONSTRUCTION EQUIPMENT. 


* 


CALL REPORT 


“Has just increased from 6 to ¥ — pd 
so ** 
sy sonia ae ben advertising 
igh inquiries, but large 
ite sales directly traceo 
Equipment Magazine. 


With their knowledge of where construction jobs 
are located in their territories, what types of equip- 
ment are used and needed, who in the firms and at the 
field offices have the buying and specifying power — 
the distributors’ salesmen keep the circulation of 
CONSTRUCTION EQUIPMENT up to the minute. And 
every subscription is paid for by the distributor. 
That’s why such a high proportion of inquiries 
results in sales... why CONSTRUCTION EQUIPMENT is 
the fastest-growing trade magazine in the country 
today. Geared to reach the construction buyer wher- 
ever be is, it’s on the job. Find out more about CON- 
STRUCTION EQUIPMENT's unique circulation method 
and how it can increase sales for you. No obligation. 
Send for brochure. CONSTRUCTION EQUIPMENT, 205 
East 42nd St., New York 17, N. Y. 


(onstruction Eouipment 


A CONOVER-MAST PUBLICATION 


4 CONSTRUCTION EQUIPMENT'S new and unique editorial 
formula for supplying a long-needed information service 
has met with extraordinary success in the construction in 
dustry. The award, won by CONSTRUCTION EQUIPMENT in 
its first year of publication, is expert approval of the formula 
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What Kind of Marketing Information 
Should You Expect From a Publisher? 


The better trade publications can supply a great deal 
of information about the industries they serve ... and 
they will often do a surprising amount of work to dig 
up the answers to your questions. Taking advantage of 
this service has helped many compames with their 
marketing problems. 


In the fields covered by Penton publications, there are 
a number of things we should be expected to know—or 
we couldn't be doing a very good publishing job. 
Market information of this type is gladly given to 
persons who need it for sales planning. 


We wouldn't attempt to give a blanket definition of the 
type of information generally av ailable from publishers 
it is bound to vary greatly in different fields) . .. but 
we can mention some of the things which Penton publi- 
cations have available. Our continuing Census of 
Metalworking, for example, was started in 1939—the 
first real census of this industry ever developed outside 
the U.S. Bureau of the Census. It has cost to date over 
half a million dollars... and each vear it produces a 
wealth of information about the metalworking market. 
Such thorough knowledge of the industry enables a 
publication like STEEL to tell you: 


. the number of plants in each 
Metalworking Classification. 

. what these plants make. 

. where thev are located. 


. the operations they perform. 





... the number they employ. 

...the growth of the industry in 
past years. 

...+ production trends, ete. 


Of course, there are many other more specific questions 
which the research department or the editors may be 
able to answer. All kinds of requests for information 
are tossed at us every dav. Some we can answer... 
some we can’t. But we'll do our best to supply the 
information if we have it. 


Yes, there are some limits to the help that a publication 
can give. We are not in the commercial research busi- 
ness, and it often isn’t practical to undertake extensive 
projects to develop data which is not available through 
our normal operations. Certain information about indi- 
vidual companies must be kept confidential. Most pub- 
lishers will not furnish or sell copies of their fists. 
although many will make mailings for you at usual 
letter shop rates. 


But nine times out of ten, if you have a problem con- 
cerning an industrial market, the alert trade publica- 
tions will be both able and willing to help you with 
marketing information and editorial opinion. 


If vou are seeking market data in the fields covered by 
STEEL, M ACHINE DESIGN, FOUNDRY or NEW 
EQUIPMENT DIGEST, write to us. We will be glad 


to help you in any way we can. 


™ PENTON Company 


PENTON BUILDING + CLEVELAND 13, OHIO 





00 
How hard must we sell N THER 
Fae CIRCULATION 
As to real peace...that doesn’t GIVES SUCH... 


seem to be in the cards in the near 





future 

Here is why productivity is im- 
portant 

We tend to base our preparedness 
thinking on our experience in the 
last war. But this time, we can’t look 
for any such expansion of industrial 
capacity as we saw from 1940-45. For 
n 1940, you'll remember, this coun- 
try had many idle resources to draw 
on. Much of our apparent expansion 
in productive capacity was really 
just a matter of putting idle facilities 
to work 

1951 is different. Although our 
productive machine is much bigger, 
t is running at nearly full capacity, 
the labor situation is tight, and it’s 


like | ting for needle a hay- mn ‘ — 

‘ah find idle facilities. We'll be | | 80,000 COPIES MONTHLY! 
able to squeeze a little more out by 

sities uceabeiinas pas patted INDUSTRY'S MOST DEPENDABLE PRODUCER! 
the work week—which is to be ex- Sales Sock i that’s what LM.'s got! The wallop of 80,000 circula- 


a a Read by a — tion—the heft of 240,000 readers! You simply can’t match, anywhere 
Oe ee ee in the industrial magazine field, the power and coverage of this 








eR ee ay Set ly proved advertising medium. INDUSTRIAL MAINTENANCE is in a 

creases in output will have to come class all by itself—the biggest industrial circulation in America, 

from increasing the productivity of reaching the greatest number — 50,226 plants at the important 

the people now at work operating level. If you market an industrial product, you can profit 
This doesn’t mean that other as- by telling your sales message to this immense audience. |.M. is a real 

pects of the sales job can .be sus- producer! Prove this to your own sat- 

isfaction by running some test copy. 


pended for the time beinz. Com- 
petitive selling, for example. One of 
our jobs is to see that competitors do THE L i F E OF INDUSTRY 
not blarney our good customers 

Then there’s another job tor the of ECA 


. , MEMBER 
sales force—maintaining customer's 


Beers INDUSTRIAL MAINTENANCE 


long, patient education persuasion 
and service, but it is highly perish- 3623-27 Filbert St., Philadelphia 4, Penna 


able. It is like a channel cut in the icy 





harbor of men’s minds. Unless it is 


continually recut, it quickly re- 

freezes and disappears LOOK FOR 
It is infinitely more important to 

own a market than a mill. It is more age 

difficult to maintain a favorable pub- THIS EMBLEM MARKET DATA 

lic opinion than a powerhouse Book NUMBER 


Therefore, this is not the time to 
When you see it in the advertisements of business publications—in their 


promotion copy in folders, on blotters, in circulars—you are being reminded 
might well sell our entire output of that the publication has filed its complete reference data in The Market 
products and power for the time be- Data Book Number. It means you can find facts on the publication's edi- 
ing even if we followed all of these torial services, circulation, influence, market studies, and similer 


lower standards, cut field service, or 


curtail sales contacts, although we 





unwise procedures. Similarly, this is information, adj t to complete data on the market it serves. 
not a time to stop persistent advertis- 
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HOW MANY DOORS MUST YOUR SALESMEN OPEN 


* 65,100 
COPIES 
(total 

distribution) 


200,000 

READERS 

in 42,425 
PLANTS 


A PENTON PUBLICATION 


1213 West Third Street 
Cleveland 13, Ohio 
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...- before they can begin fo sell? 


“Cold” selling is often a drawn out, exasperating business... 

because you must waste time and wear down your own enthu- 

siasm trying to get your story to the man who counts. 

But there’s a way to get your salesmen past these hurdles—to help 

them spend their time actually selling. 

The sales leads produced by NEW EQUIPMENT DIGEST are 

invitations to call... and they come from men who are ready to 

talk business. 

Your advertising in N.E.D. gives your sales force an edge on 

competition . .. because they waste less time opening doors and 

spend more time closing sales. 

That’s why men who want action are turning more and more to 

N.E.D. and advertising that pays its way with results you can see. 
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Bill Miller, Asst. Gen. Maer. of Sales, Jones 
& Laughlin Steel ¢ orp. (right), calls on George 
L. Davis, Purchasing Agent, National Electric 
Products Corp., Pittsburgh 


Miller of Jones & Laughlin says, 
«pP , : : , 29 
u rchasing Agents are impol tant 


“Purchasing Agents are very important—for it is Failored to the exact requirements of the most 
through these men that vou may get vour only important functional group your salesmen call 
opportunity to have your products cor sidered.” on. Purchasing is the one magazine the P. A. is 
saves William (Bill) Miller, Pittsburgh District. sure to get, the one place vour advertising message 
Sales Manager, Jones & Laughlin Steel Corp is sure to reach him 

Mir. Miller has been associated with the Jones Month after month, Purchasing opens the door 
& Laughlin sales organization for over 35 vears for vou to the men who control 85°; of industry's 
Ile speaks from long experience when he says that purchases If vour business is to sell the leading 
hrough the Purchasing Agents “vou may get industrial organizations. there is no better sales 
our only opportunity to have vour products aid than consistent advertising in Purchasing 
considered Make the most of that opportunity! Magazine. Get full details. Write Purchasing, 
Tell vour sales story directly to the P. A. in his 205 Kast 42nd St.. New York 17. N. Y. Offices in 


oun magazin Purchasing Chicago. Cleveland Dallas. Los Angeles. 


ih UTIW(G |) 
pra & : Kit A CONOVER-MAST 


PUBLICATION 


THE NATIONAL MAGAZINE FOR PURCHASING EXECUTIVES 
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Industrial ad man of the year 
... Good ads and bad in 1950 


@ WE HAVE OFTEN wondered what 
would happen if all the propositions 
stated in industrial advertising were 
acted upon ... if all the manufactur- 
ing plants installed the most modern 
machinery and adopted the most 
advanced techniques ... if all the 
promises of production increases and 
cost reductions and waste elimina- 
tions were taken up by the people 
who read the ads. 

What would be the upon 
our national economic health? How 
much more work done at less effort? 


result 


How much greater profits? 





First: Men of 1951 . . We've been 
around a few industrial plants in 


our time, and there’ve not been 
many we'd call really efficient. Old 
equipment, careless workmanship, 
haphazard management characterize 
too many plants in this country 
which we like to think of as techno- 
logically and managerially efficient 
Only rarely have we seen one that 
could honestly be called “functional.” 

Even entire industries are bound 
by tradition, by complications of 
processes that have become 
and more confused as time has gone 
on, by lack of enterprise on the part 
of management. 

American Machinist surveys show 
that 95% of industry’s machine tools 
are of designs at least ten years old 
and that replacing them could raise 


productivity of the metalworking in- 


more 


69 / January 1951 


dustries at least 10%. A Food Indus- 
tries study indicates that 
equipment plus the best manage- 
ment techniques could raise produc- 
tivity in food processing at least 20°; 
Many new textile mill production 
techniques are 50 to 75° more effi- 
cient than those now in use, and if 
the plants could be fully modernized, 
using latest management methods, 
Textile World estimates that output- 
per-manhour could be raised 20°, 

Take the textile industry for a 
good example. Many of today’s 
practices extend back many years, 
generations, long before mechanical 
revolutionized by 


modern 


principles were 
electricity, electronics 
What has been called modernization 
has often been merely the refinement 
or adaptation of ancient methods 


chemistry 


Changes were forced, not by fore- 
sight, but by somebody else’s chang- 
ing demands and many a change 
was a complication, not a simplifica- 
Rather than a brand new ma- 
attachment 


tion 
chine design, an was 
hung on an existing machine that 
had been originally designed for an 
obsolete purpose, to enable it to ac- 
complish something else, differently. 

But what if the textile industry 
were just beginning now in the 
age of electronics? Would an in- 
ventor today come up with the un- 
believable news of contraptions 
which is just what so many textile 
machines are? 

We dunno. We just bet it’s harder 
than most advertising people think 


\ 





to get an industry or one plant gr 
one man to buy a new idea, scrap 
equipment he already owns, or 
change a process which, if not the 
last word, is at least satisfactory for 
the time being. 

Any change means an investment 

and a risk. Usually it takes a 

group of men to decide upon an in- 
vestment ... usually you can’t get 
more than one man at a time to take 
a risk. 

That's our problem. 

But that’s also our job 
of us advertising people 

Our job... particularly today . 
iy to get business men to be willing 
tw invest, intellectually and finan- 
cially, in the ideas that modern en- 
gineering has put onto the market 


tne job 


Particularly today, we say, because 
now the keyword is production 


# Leon Keyserling, the presidential 
adviser on economic affairs (chair- 
man of Committee of Economic Ad- 
visors) says that the greatest weapon 
in America’s arsenal is production 
and “our one fundamental hope for 
meeting the challenge of defense 
and preserving peace.” McGraw- 
Hill, in its ad, calls 
production “America’s Road to Vic- 


recent house 


tory.” 

Between 1939 and 1944, this coun- 
try increased its total annual output 
by 75%. 
do it again. 

“We're not going to draw men 
from production into the armed 
forces the way we did in World War 
Il. We're way ahead in plant and 
invention. 


Keyserling insists we can 


equipment, science and 
All we need is an equal sense of 
urgency.” 

Referring to the $40,000,000,000 


ntinuec on page 


Ai an Mcgee 








Not ivertising PRESENTS 


esearch ; 
oundation Audience 


tudy Managemen 


The results of one of the most extensive research projects ever 
conducted in the executive management publication field are now 
available to advertising and agency executives. Based on the first 
study of an executive management publication ever conducted by 
the Advertising Research Foundation, they offer a new and author- 
itative bench mark for appraising and evaluating the audience 
and readership of Business Week. 


CONDUCTED BY: The Advertising Research Foundation, sponsored jointly by the 
American Association of Advertising Agencies, and the Associa- 
tion of National Advertisers. 


A comprehensive, nation-wide, sample of Business Week's audi- 
ence selected in accordance with the rigid formula prescribed by 
the Foundation’s technical committee. These readers were sub- 
jected to intensive personal interviews. Issue selected by the Ad- 
vertising Research Foundation for study was that of April 22, 1950. 


The facts revealed by this completely independent and validated 
research are now available in booklet form. They offer a true 


appraisal of Business Week's audience and readership. 


ITEMS COVERED 


Here are some of the major items covered in the Advertising Research Foundation study of Business 
Week’s issue of April 22nd, 1950. 


Number of potential and qualified readers. @ Proportion of readers noting each editorial 
: and advertising page in the issue surveyed. 
How many readers receive their copies by 


> subscription, home subscripti — wT . 8 oe 
office ab eription, home subscription, @ Best read editorial items in the April 22nd, 
route-list or pass-along. 1950 issue 


Number of issues usually read per year. ? ’ 
@ Best read advertisements in the April 22nd, 
Where Business Week is read. 1950 issue. 
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AUTHORITATIVE FACTS 
and Readership of an Executive 
Poblicat 


The Audience and Readership 
4 Report on : ae 
: of Business Week 





————— 


FACTS ABOUT BUSINESS WEEK’S AUDIENCE AND READERSHIP 
REVEALED BY THE FOUNDATION’S ANALYSIS 


@ 80% of subscribers reported reading 40 or more @ A 78% average readership for the ten best-read 
issues per year. editorial features. 


@ 44% pass their copies along for others to read. @ A 46% average readership for the ten best-read 


: . a advertisements. 
@ A sustained high level of editorial and adver- 


tising readership throughout thé issue. 


SEND FOR YOUR COPY 


All of this information, plus many additional WRITE TO: Research Department 
facts of interest to advertisers and agency execu- BUSINESS WEEK 
tives, is contained in the just-published booklet McGraw-Hill Building 
“The Audience and Readership of Business 330 West 42nd Street 
Week.” Copies are available on request on your New York 18, N. Y. 
business letterhead. 


YOU ADVERTISE IN BUSINESS WEEK WHEN YOU WANT TO INFLUENCE MANAGEMENT-MEN 


A McGRAW-HILL PUBLICATION 
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1951 military budget, McGraw-Hil Combines Floor Coils and | Modern Buildings of the Future 
- Conditioned Air for ot will be Fabricated by Arc Welding 


not to divert that muct 
duction from the making of civili- 
goods but to increase our produc 
on that much 
All that is needed is t 
roductivity 5 a year.” 
To do this we must (borr« 
from Leon Keyserling) se« 
the following are accomplished 
1. Economic controls must be 
to expand production, not han 


Industry must use modert 
nd techniques to increasé¢ yutp 


§. Labor must improv s pl 


Farmers 


and fibres on rae Uwtoun fectere Compan? , 
THE LINCOLN ELECTRIC COMPANY | ae 


gineer signs an article entitled “Mod- 
ern Buildings of the Future Will Be 
Fabricated by Arc Welding ! 
which he fails to mention Lincoln but 
loes state It is our belief that the 


dc 
greater percentage of industr 
ylants and multi-story buildings 
be designed and erected by a1 
how he disp 
is’ with much 
than might be presumed 


were the adve iser s 


lescribes the « 
heating ir 
iniforn 
How 
school is 
the 
welded 


All 
, 


At the bottom of the ad there are 
for the Lincoln name, address and logo 


with an invitation to “Write fo 


st company 
Studies on Structural Arce Welding 


f the a id a brie 
inder that In design and metalworking books 
editorial the customer provides his own testi- 
not directly monial. The headline is “Eliminates 
vertiser has Leaks Boosts Production 300‘ 


t requisite vith ‘Manual Lincolnweld,’ ” and the 


lique: yet it’s a ypy runs under the by-line, “Albert 
ending authenticity Blewett, President, The Ohio Honing 
& Hydraulic Co.” No ad man with o: 


without wraps could do better thar 
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20,036 METALS ENGINEERS 
\ oo to METAL PROGRESS 


for 


The Latest in Metals and 
Metals Fabrication 


THESE 20,036 METALS ENGINEERS INFLUENCE and control 
the selection and purchase of metals, parts and equipment in every 


industry where metals are fabricated, treated, processed or applied 


They represent a broad horizontal market embracing aircraft, 
automotive, munitions, appliance, equipment, chemical, petroleum 


and metals engineering industries . . . 


They read Metal Progress because that’s where they find 
the vital information that helps them select the best available metal 
or equipment...the publication that guides them in determining 


the most effective production methods. 


Your product is important to them . . . place your next 


advertisement in Metal Progress. 





Lincoln A Fleetwelder’ not only licked 





P 


Elimenates Boosts 
with “Manual Lincolmweld 


Production 300% 


job 
Boost 
Control 


1 versa- 


How to Lick Are Blow and other 
too with the Lincoln A.C. Welder 


1 swell 
Ar 
us 


the arc blow problem but did 
m many types ol « 


fine setting 


ur work. Its 


er Continuo 


ind 


ertainly made A. C. welding 


tool 


th and D.C 


A.C 


in use the right type 


having | 


’ ‘ 


Je 


tivity 


nm every k 


Lincoln Electric also runs another 
type of “editorial” ad, called 
“Thought Starters for Machine De- 
sign.” These consist of pages taken 
from Lincoln’s “Procedure Hand- 
book of Arc Welding Design and 
Practices.” 

One such ad presents “Ideas on 
Designing Bases for Greater Rigidity 
at Less Cost” and sketches a handful 
of “simple design details for fabri- 


—_—- = . --- 








"et (COLe NECTE Comment La 


(Note 


quite ‘ 


the 


S00 


More 


oductior 
No 


you < 


Hard 


an } 


=p 


on to tell h and 


by 


1 he goes Ww 


illustrated three 


Ideas on Designing Bases 
for Greater Rigidity at Less Cost 


cating more durable machinery bases 
at less cost with arc welding.” Photo- 
graphs show a couple of the ideas in 
use. Note how the copy starts off in 
“Machinery bases built from 
possess than 


al 
in EE 
ee 


oseups of the work in process 
And here's the vice-president of a high 


welded steel more 


twice the rigidity per pound than cast 


velded products company selling 


ncoln's A. C. Welder 
iron.” 

Another ad details the design of 

links 


designed 


and clevises, and 


for 
“using 


brackets, 


wheels welded steel 


production, less material, 
achieving ,reater strength, eliminat- 
ing the need for patterns.” Note, in 
the how 
the 


textbook 


accompanying illustration, 
actually, a 
the 


pression of “Here is useful informa- 


editorial format 


format gives im- 
tion, with a minimum of advertising 


baloney.” 


its 
of 
F 


advertising at 
and certainly the best 
created by and for a 


*% It’s industrial 
best 
1950 
DAVIS, vice-president and secretary, 
with the good assistance of the Gris- 
wold-Esheleman Co., Cleveland 


Welded Design Builds These Parts 
Stronger and at Lower Cost 


BRACKETS 


~~ e 
be. “SI 
f — | NN, 
«x Se) >= £2 4*= P 

y Gey = agency 
UINKS AND CLEVICES Mr. Davis tells us he is “never one 


~ = to stick to a pattern forever,” and 


eg SO 


3° 


“- 


> 


3a 


Wheels 


it is with regret that we see his suc- 
cessful 1950 pattern being supplanted 
by another. We hope other advertis- 
ers, in 1951, will think well enough 
of his to adopt it for their own, fo 


- am 
-—> 
~w we certainly thought well enough of 

it to make the man responsible for it 

INDUSTRIAL MARKETINGS “Man of 


1950.” 


*% Honorable Mention.. B. F 
Goodrich: FRANK T. TUCKER, director 


of advertising; Griswold-Eshleman 
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FACTS -NOT FORMULAS - 


PROVIDE TRUE-VALUE MEASUREMENTS 
FOR BUSINESS MAGAZINE ADVERTISERS 


Certainly, to assess properly the advertising value of a magazine, you must 
know—and are entitled to proof—that publishers’ statements as to the 
extent, distribution and quality of circulation are accurate. The ABC and 
CCA insignia are important evidence of this accuracy. As such, they are of 
equal weight from the buyers’ viewpoint—both give assurance that strict 
standards of circulation management are being regularly met. Neither 
symbol was ever intended, nor can be legitimately used, as a warranty of 
any advertising values other than reliability of circulation figures. 


HAYWOOD publications use both major types of circulation—paid and 
controlled. In our experience (and in that of many leading publishers and 
advertisers) differing market-audience conditions indicate which approach 
is most practical to give advertisers the maximum contac’ with a substantial 
number of potential buyers in a particular market at a reasonable cost. 


Ail the circulation controls in the world, however, 


are meaningless without ACCEPTANCE of a magazine 
by the right readers. Each HAYWOOD magazine has 


solidly established such Acceptance in its own field 


(a. by good reporting, good writing, good editing, good 


presentation and constant attention to reader service 
and reader interest—the only means by whiclr any 


Boxboard CONTAINERS ___ publication can earn it. 


FORMERLY SHEARS *.* . 
In addition, every issue represents a great deal of 
sincere, intelligent effort by experienced personnel to 
give space buyers and users the best and most pro- 


ductive market coverage at the best rates today’s costs 
c ae | al ‘Neale will permit. And each magazine regularly carries the 
c peli p 2 f advertising of leading suppliers in its field . . . space 
bought after measuring the Facts on advertising 
SCA values presented by these magazines. 
We sincerely believe that, if you will check these 
FLEGTRIC LIGHT AND POWER facts against your advertising aims, you, too, will 
find it profitable to sell through the appro- 
CCA, priate HAYWOOD publication. 


HAYWOOD PUBLISHING COMPANY 


HAYWOOD BUILDING, 22 EAST HURON STREET 
CHICAGO 11, ILLINOIS 


SALES OFFICES: Cleveland + New York 
Represented In: San Francisco * Los Angeles * Seattle * Dallas 
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by men with buying influence 
in the Railway Industry 


Railway Age is the “forum” of the industry where key railroad 
men tell how they solve business problems, improve service and 
modernize facilities—with better equipment and materials. 


Railway management men play a major part in 
Railway Age’s editorial leadership: Take any 
issue; you'll find articles like those reproduced 
in this page. Note the authors— President, 
Supervisor of Merchandise Schedules, Engineer 
of Bridges. Note the subjects of the articles 
the discussion of improvements to service and 
facilities that, invariably, involve new or im- 
proved materials or equipment. 

Railway Age, the broad-coverage magazine of 
the railway industry, is read by over 90° of 
the railway management group which makes 
final buying decisions— responsible heads of all 
departments as well as administrative execu- 
tives; the group you must reach for favorable 
consideration and purchase authorization. 


What do Railway Executives read 
about and write about? These arti- 
cles are just examples of how prod- 
ucts are discussed in detail, week 
after week, in Railway Age, the 
broad-coverage magazine of the 
Railway Industry. 


Headquarters for Railway Marketing Information 





RAILWAY AGE 


Proof of usefulness 
of Railway Age is in hard cash 


These charts clearly indicate the fact that 
Railway Age has earned its place as the leading 
“general-coverage”’ publication in the railway 
field. It leads in total net paid circulation and 
with a subscription renewal percentage of close 
to 80°. More advertisers invest their money 
in it than in any other railway paper. It leads 
in advertising pages by more than 2 to 1 over 
the second publication. 





Monthly Freight Traffic edition 


One issue of Railway Age each month— 
the first—is devoted to the problems and 
developments of railway freight traffic. 
These freight traffic issues augment the 
regular weekly features of Railway Age 
—an added service of special interest to 
shippers. Copies reach industrial traffic 
managers—a special audience for rail- 
way advertising and an important plus 
value for manufacturers whose products 
apply to or aid railway freight services. 











Write for booklet, 
Selling Shippers 
on’Ship by Ruil’.”’ 


Largest Paid Audited Circulation 
of Any Railway Business Paper 


- 4th Publication 
- Sth Pub. 


79.78% 
Subscription 
Renewals 
JUNE 30, 1950 
STATEMENT 


20.22% 


ADVERTISING LEADERSHIP 


2 to 1 in Number of Pages 
FIRST 10 MONTHS 1950 


Railway Age 2,234 
2nd Publication 

3rd Publication 

4th Publication 

5th Publication 

6th Pub. 


“Pignaling 


communications 


Est. 1832 


NEW YORK 7 30 CHURCH STREET 


SIMMONS-BOARDMAN PUBLICATIONS swcsco2-7w.nonsorsrse: 





and BBD&O, agencies 
*& Kaiser Aluminum: J. GoRDON AINS- 
public relations 


WORTH, manager 


Young & Rubicam, San Francisco 


Boobies . . Our prize for the Worst 
Ad of 1950 is one that appeared just 
before Columbus Day and is repro- 
duced nearby. Responsible party is 
Alamac Knitting Mills 
Next in line is the Littlefuse ad 
which puzzled several of our read- 
ers. As one of them took the trouble 
to point out 
In my opinion, this ad sets a new 
high in inanity 
To save you time, I will point out 
that the subject of the ad is fuses 
TV fuses, to be exact. This informa- 
tion can be found in small type near 
the bottom. The headline is one of 
ypworn cliches which unfo 
are found in so much indus- 
vertising and literature. It is 
ng but generality with no con- 
oof. (Note: “Precision En- 
Your Guarantee” is the 


) The color of the ad has no 


ining and, in fact, is 
he nauseating side 

i vour closest atten- 

flor h illustration. I take i‘ 
& be an what do you think? 
The connection of this egg with 
@ither the product or the headline is 
@ remote that neither I nor anvone 
® whom I have she 
@ight st idea of what 


Oh, brother! 


wn this ad has the 
inspired it 
When are these in- 
dust: ial advertisers going to give up 
thei: attempts to be cute 
subtle? It’s so easy to 
What the product is and suggest how 
the user car 
! 


reasons why the user will 


cagey and 


simply tell 


profit from it give 
receive a 
return larger than the hard-earned 
cash he is asked to lay out for the 
product or equipment.” 

Or would you rather award the 
“boobie” to Columbia Protektosite 
Co. for its peachy “harvest” ad, the 


wording of which goes like this? 


More ARF Reports .. You may 
remember what difficulty we had 
trying to draw some clear-cut con- 


clusions from the first report in the 


Man of year 


defies forecast 


® ALTON F. pAvis, the Copy Chasers’ 
choice as advertising-man-of-the- 
year, is one of those men who made 
his career with one company and 
made it pay he has been with 
Lincoln Electric Co 
welding equipment, since 1914 when 


he graduated from Ohio State Uni- 


maker of arc 


versity was elected a vice-presi- 
dent in 1925 and vice-president and 
secretary in 1938 

His friends say that his credo is 
work. Insight into that credo and 
Mr. Davis’ personality can be gained 
from a story by his friend, corre- 
spondent Roy Rutherford of the 
Cleveland Plain Dealer 

Mr. Rutherford says he once com- 
mented to Mr. Davis “You have 
done more with less than anybody 
Friend Davis laughed 
heartily, replying “When I was 
in school I knew I wasn’t the bright- 


I ever saw.” 


est boy in the class and decided then 
it would be necessary for me to work 


just a little bit harder. This I did, 


and I have managed to come under 
the wire with the gang.” 

James F. Lincoln, president of 
Lincoln, seeking to hire 
young men in 1914, scouted Ohio 
State’s graduating class, which in- 
cluded Mr. Davis. Years later, Mr. 
Lincoln confided “The reason I 
hired you, Davis, was that Prof. Call 
recommended you. I actually didn’t 
think you were worth a damn.” 

That, believes correspondent 
Rutherford, confirms his original 
comment above 

Mr. Lincoln (lest there be a wrong 
impression) of Mr. 
Davis “Nobody has played a more 
important part in the building of our 


several 


recently said 


company.” 

Mr. Davis, who began at Lincoln 
as a salesman, was transferred to 
advertising and public relations after 
he became a vice-president in 1925 
His activities in that field have con- 
tributed much to the 
prestige and to are welding 

He has been secretary of the James 
F. Lincoln Are Welding Foundation 
since its creation by Lincoln in 1936 


company’s 


to stimulate scientific progress in arc 
welding and indirectly but im- 
portantly to stimulate the company’s 
sales. The foundation started with 
a $200,00( 


welding studies by 


award program for arc 
engineers and 
followed up with 
From the 


these pro- 


designers, and 
similar programs later 
material submitted in 
grams, Mr. Davis has published five 
books 

Another public relations and sales 
help was the A. F. Davis Welding 
Library, which Mr. Davis established 
and contributed funds for in 1942 at 
Ohio State. The university claims 
it is the most extensive library in the 
world on welding and allied subjects, 
including patents, court decisions, 
technical articles and other data 

The type of fact-finding and fact- 
offering service provided in these 
varied, indirect sales helps is re- 
flected in the Lincoln advertising 
campaign, which Mr. Davis directed 
so well as to win top honors this year 


from Copy Chasers 





continuing study of business papers 
conducted by the Advertising Re- 
search Foundation. That one ex- 
amined the Oct. 15, 1948, issue of 
Automotive Industries, and we end- 


ed up by confessing that the results 


did not jibe much with our own eval- 
uations and we didn’t know why 
However, we did make this remark, 
and we still think it's full of wisdom: 

The objective is not how r people 


ied 
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Fact Cards for Chemicals” appeared 
first in September I & EC. They were a pioneering venture. Al- 
though advertisers’ response was not in volume, a sufficient 
number appeared to provide a satisfactory test of acceptance 
by readers. 


READER ENDORSEMENT TREMENDOUS! 


Prior to publishing “Fact Cards,” 1000 I & EC 
subscribers were asked if they would use stand- 
ard, complete file cards. 
202 out of the 237 respondents said 
“yes.” 
The September issue of I & EC carried reply cards 
asking reactions. 
88.9% of those answering stated 
that “I & EC Fact Cards” are a dis- 
tinct advantage in the dissemination 
of technical data on chemicals. 


97.8% stated they would maintain 


a file system of “I & EC Fact Cards’* 
if a large number accu.nulated over 
several years. 
In the interest of thoroughness, a post-publicatiog 
study of 2000 I & EC subscribers was made t@ 
explore reactions 


80.9% of respondents answ 
that the “Fact Card” idea was 
important advance. 


78.8% said they would file th 
“Fact Cards” if a large number 
published. 


“I & EC Fact Cards” (5” x 7”) are ideal for cross-indexing. 
Each card (two to a page) printed front and back on heavy 
yellow Bristol stock, will carry standard and comprehensive 
information about one chemical. “I & EC Fact Cards” now en- 
able advertisers to meet the needs of chemists, chemical engi- 
neers and purchasing agents, who long have requested factual 
data on chemicals presented in uniform style for easy, perma- 
nent reference. 

Each “I & EC Fact Card” will run as regular space at earned 
rates in I & EC. For further facts about “I & EC Fact Cards,” call 
in your Reinhold ACS representative, or send for folder today. 


INDUSTRIAL ¢ ENGINEEERING CHEMISTRY 


ONLY WORKMAGAZINE OF THE CHEMICAL AND PROCESS INDUSTRIES 
Published by: THE AMERICAN CHEMICAL SOCIETY 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 WEST 42nd STREET, NEW YORK 18, N.Y. 
CHICAGO * CLEVELAND * PHILADELPHIA * DALLAS « SAN FRANCISCO * LOS ANGELES * SEATTLE 
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if you're selling to the manufacturing industries . . 


SELL THESE MEN AND 
a OW 


sia THE PLANT OPERATING GROUP 
Ly yah 
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FACTORY SUPERINTENDENT | , 
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OU'VE SOLD YOUR PRODUCT 


it ; All industrial magazines are edited primarily for 
“if 





management men. FACTORY concentrates on the 





’ Plant Management Group. 





There is a good industrial magazine published for every management 

group in manufacturing. So the degree to which an advertising schedule 

can help your salesmen depends on your selection of the right manage- 

PRODUCTION CONTROL ment group and the best read publication serving that group. And general- 

SUPERINTENDENT ly speaking, you'll find that the best read publication is the one that sticks 
to doing one specific job — better. 


FACTORY, for example, is edited exclusively for and concentrates its cir- 
culation on the PLANT Management Group. It's the group which is in 
charge of production and maintenance operation of America’s manufac- 
turing plants. Studies of industrial buying practices rate this group as most 
influential in the buying of most industrial materials, tools, and equipment. 


Why is this concentration on Plant Operating important to you? Because 
it develops READERSHIP Study after study, made by manufacturers of 
all kinds of industrial equipment, show FACTORY with more plant oper- 
ating readership—and infinitely more preference readership—than any 


other magazine in its field 
That's one of the big reasons why FACTORY carries a greater dollar vol- 


ume of advertising than any other monthly industrial magazine . . . and 
substantially more pages of advertising than any other magazine in its field. 


A McGraw-Hill Publication 
330 West 42nd Street, New York, 18, N. Y. 


member, audit bureau of circulations + member, associated business publications 





We were reminded of that when 
we looked over the third report fron 
ARF, this one on the March 6 issue 

f American Machinist 

The second highest scoring ad ir 
the issue is that of Van Norman Co 
a manufacturer of milling machines 
Seventeenth on the list is one by 
Machine Too! Corp. on 


automatic drilling and tapping ma- 


Kingsbury 


hines. They are both spreads, and 
the Kingsbury ad has the benefit of 
color. The products are similar at 
least to the point of being im the 
same general classification of goods. 
The Van Norman ad scored 60 
meaning that 60° of the readers 
interviewed claimed having noted 
something in the ad 

The Kingsbury ad scored 41 
not bad, but only two-thirds as good 
as the Van Norman ad on an abso- 
lute basis and not that good on a 
cost-per-reader basis (due to the 
extra cost of the color) 

In the Van Norman ad are seven 
fair-sized cuts of machines; these 
pictures were observed by 58 In 
the Kingsbury ad are four pictures 
of machines, each (unlike the Van 
Norman pictures) with the figure of 
man in the scene (a supposedly ef- 
fective device in attrac ting interest) 
and each accompanied by a blueprint 
of the operation which is being per- 
formed in the picture; these pictures 
were observed by 40 


The Van Norman headline did ever 


VAN NORMAN Ram Type Millers 


Reduce Idle Machine Time<<-~ Cut Costs on All Types of Milling 











better 17°, to Kingsbury’s 27% 


The headlines are 


(It may be argued that Van Nor- 
man’s is better because it includes 
the company name, or that Kings- 
bury’s suffers because it’s a flat, un- 
challengable statement that fails to 
lead into the copy.) 

The Van Norman copy is short; 
not much over 100 words. The Kings- 
bury copy is long, too long to count 
The Van Norman copy scored 40° 
Kingsbury 34° 





® Which ad was the better? 

The Kingsbury ad, by far! 

Because: the 34° who read the 
long Kingsbury copy ended up with 
a greater amount of favorable 
knowledge about Kingsbury ma- 
chines than did the 40% who read 
just a generalization or two about 
Van Norman machines. 

This is not to say that the Van 
Norman ad was not a good one . 
or may not have achieved all that 
it set out to do. It is a good ad . 
but it only attempts to make one 


specific “Van Norman” point: 
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... for low-cost, effective coverage 
of America’s Fastest-Growing Big Industry 


THE MARKET: The Electric Light and Power Industry (Business-managed 
Power Companies, REA Co-op's, Municipals, Federal Power Authorities 
and affiliated organizations) is growing by leaps and bounds in the biggest 
big-industry boom in U. S. History. After tripling its size during the past 
30 years, it is now predicted by most authorities that this great industry ELECTRIC LIGHT 
will again grow three times as large by 1965 as it is today AND POWER READERS 


SELECTIVE MARKET COVERAGE: ELECTRIC LIGHT AND POWER’'s policy saat 


of Controlled Circulation (with the cooperation of the Power Companies Generating Equipment 
themselves) aims its coverage, better than any circulation salesman or Transmission Equipment 
expert could ever hope to, at the people who do or influence the industry's Distribution Equipment 
buying. But this simply establishes who should get the book. Do they Metering Equipment 
want it? Every individual must return a card each year expressing a desire Street Lighting Equipment 
to get E-L-P or he is removed from our circulation list Construction and 
Equipment 
Surveys and studies have shown that (a) E-L-P reaches 90°%-plus of the Building Materials 
Electric Power Men who make or influence buying decisions, (b) 92% 
of our primary readers have been receiving E-L-P, by request, for more sienna 2% a, 
than one year, (c) an average of 4.8 secondary readers receive E-L-P iam ors re 7 
via routing lists, (d) only 44°% of E-L-P’s primary readers are also sub- al Establishments 


scribers to the other leading utility publication and Homes 





YOUR AD DOLLAR BUYS THIS TOP-DRAWER READERSHIP 


° 
General Executives 3472 Commercial Executives 
and Supervisors 1256 


Engineering Executives Consulting, Contracting and 


and Engineers Construction Engineering 
Companies 


System Operating PLUS 
Executives 4448 ADDITIONAL CLASSIFICATIONS 


i. CCA CIRCULATION— 14,337—BLANKETS THE FIELD 








EDITORIAL: This 28-year-old publication has earned top readership through 
complete and authoritative editorial coverage of all phases of the power 
picture. Staff-written articles by experts who have spent years in the field are supplemented by special 
contributions from leading figures in the industry. A roster of such contributors currently and in past years 
would read like a “Who's Who in Power.” During an active period of development such as the industry is now 
engaged in, unusual attention is paid to the informative coverage ELECTRIC LIGHT AND POWER 
provides. Investigation has brought out the fact that the great majority of readers file the magazine for 
permanent reference, and use it regularly for that purpose 


for further, information, call or write 


ELECTRIC LIGHT AND POWER, 22 cast SR CHICAGO 11, ILL, WHitehell 4-0868 


101 Pork Ave. 625 Market Street 3727 W. 6th St. 
CLEVELAND 15 * NEW YORK 17 SAN FRANCISCO 5 LOS ANGELES 5 





Here’s the way 
Sweet's Catalog Service 


works for you: 





catalog design 
Custom catalog design by Sweet's starts with 
consultation with you to determine what in 
formation is needed to bring about the buy 
ing action you desire — specification, request 
for sales call, direct order. Then follows or 
ganization of the information in a basic pat 
rn for making your catalog easy to use and 
mderstand. Next comes selection of the 
«t eflective form for the clearest statement 
each fact — text, table, diagram, illustra 
The result is a unit of buying informa 
ion, specially designed to bring you and 
your future customers together in the short 


«t time and with the least effort 





catalog production 


Because of the great number of manutactur 
ers’ catalogs handled each year, printing by 
Sweet's offers you the economies of quantity 
production with no sacrifice of quality. You 

ay order your catalogs in any desired quan 
titv—part to be distributed by Sweet's and 
part, if you wish, to be delivered to you. If 
you prefer, you may print your own catalogs 
snd deliver them to Sweet's for filing and 
listribution, in which case charges are lower 


we 





catalog distribution 
When vour cataleg is distributed by Sweet's 
delivered to pt ywcts of top-rank buy 
power in the markets of interest to you 
pends more than $200,000 yearly t 
quality and select the firms and indi 
ils who represent the bulk of buying 
power in each market served. Furthermore 
vour catalog remains in the office of each re 
ipient, instantly accessible at all times. This 
s accomplished by distributing it in a bound 
lexed collection (hile) of manufacturers 
catalogs. According to thousands of users 
« the most effective method of getting 


eed by prospective customers 


Sweet's Service can distribute your cat- 
alog to any or all these seve 

Product Designers, Mecha 

tries, Process Industries, Power Plants, 
General Building Market, Heavy Con 
struction Market, and Light Construec- 
tion Market 


“We have 28 different catalogs which describe in de- 
tail the line of standard and special purpose grinders 
manufactured by the Landis Tool Co. But, to distr ib- 
ute these catalogs to the thousands of plants where 
evlindrical grinders are used would be an extremely 
expensive operation. 

“So, in order to put basic information on the 
Landis line in the hands of all these prospects, we 
had Sweet's Catalog Service design a 28-page catalog 
which pictures and describes the main characteristics 


of each machine. Once a year, this catalog is brought 


|.’ Gets the right information to the right people at the right time. 


Sweet's handles more catalogs than any other organization 
—in 1950 over 35,000,000 copies for 1,148 manufacturers. 





Sweet's designed 
and produced this 
Landis catalog 

and distributed 
12,000 copies to the 


mechanical industries 


upto date and the new issue is di ri mi - 
to our most important prospects. \}s0, 
prints for our salesmen. ‘ 
“Anvone who gets oul catalog- it toda é 

will appreciate the cost involved in design, j cl 
tion and distribution. We feel that Sweet's does" : 
job for us at the lowest possible cost. In addition, w& 
know that every copy of our catalog stays where it 
is sent.” 

W. P. Lotz, General Sales Manager. 


Lanpis Toot COMPANY. 


Gweets catalog service 


DIVISION OF F.W. DODGE CORPORATION 


119 WEST 40th STREET, NEW YORK 18, N. Y. 





Calendar revie 


ntinued 96 J 





The other experiment was in 1940 
when the company tried an illustra- 
tion for the first time and got the 
same kind of reaction. The consensus 
was that illustrations took away 
valuable space, necessitating smalle: 
date numbers that reduced reading 
effic lency 

Other companies that have used 
strikingly functional calendars re- 
maining basically the same for many 
years include Denver Equipment Co 
General Motors Corp.'s 
Hyatt Bearing Div., Harrison, N. J 
Marlin-Rockwell Corp., Jamestown, 
N. Y.; and SKF Industries, Philadel- 
phia 


Denv er 


Denver Equipment, like USS Ex- 
port uses progressive Gay numbers 
for each day 1e year, in additior 
month. Thus 
Aug 2 ror nstar ct nas 


it the number 214, in s 


to date number for the 


adjac ent to 


214th day of the 
computation of th 
between any two 
osts, the calendar is 
j f 


printed on both sides of ons sneet of 


six months to a side 


paper 


continue in 1951 to of 


engineers and others an extra 
by listing decimal equi- 
" 


nvenience 


alents of [fractions of an inch wn 
the center of the company's calen- 
da under a head, “It’s easier with 
Hyatt’s,” and photo of a Hyatt bear- 
ng. Months are shown in a second 
color on the border 

1-Rockwell again will send 


f its calendars in 12 monthly in- 


one o 
stallments to prospective customers 
This one is a series of blotters Each 
blotter carries the current month ir 
large numbers in the center and the 
future 


preceding month and six 


print along one 


border. This formula combines cal- 


months in smaller 
endars with direct mail ..and con- 
tinuity. Marlin believes it works well 
The company also offers customers 
their choice of wall, desk and pocket 
calendars 

Attractive type faces and good us« 
of color make handsome, functional 
un-illustrated calendars for Whitney 
Chain Co., Hartford, Conn.; Tube 
Turns, Inc., Louisville: SKF Indus- 
Milwaukee 


Whitney puts large numbers at the 


tries and Will Ross, In« 


corners of 2%” squares.. leaving 
plenty of space in the remainder of 
the squares lined for writing memos 

Among desk calendars, one by 
Bryant Chucking Grinder Co. 
Springfield, Vt 


sales message painlessly. Each month 


gives you art and a 


offers you the days on the right and 
a four color kodachrome photo on 
the left. The photo flips up to offer 
you a sales message underneath 

and a space for notes. This is low 
pressure advertising. The customer 


looks at your art for decoration and 


when he wants to know the date 
and sees your sales message only 
when he wants to write a note 
Probat ly the most novel industrial 
calendar ‘of 1951 is that of Choctaw 
Inc Memphis 


which has topped a large, practical 


equipment make 


calendar with a four-colo1 
cartoon caricaturing every man on 
the company’s 50-man sales and top 
management staff. Salesmen are 
perched on totem poles ..each rep- 
resenting a department ..grouped 
about the management “big chiefs.” 
Salesmen are identified by names on 
headbands For 


caricatures of people you know 


straight interest 


including salesmen ..can’t be beat 
Another novelty is a calendar by 
Philadel- 


phia, which used color photographs 


American Viscose Corp 
submitted in a contest for the com- 
pany’s 22,000 employes. Employes 
were invited to submit color trans- 


f 


parencies of their children, wives 


friends, neighbors and favorite 
scenes. For every photo used, $50 
was paid. A blurb explaining each 
picture on the calendar and identify- 
ing the employes on either end of the 


camera adds human interest. The 


pictures are so good, the company 
said, that a similar contest will be 
run for the 1952 calendar 

Cheesecake, believe it or not, 
sometimes is related to an industrial 
product, .. but it happens so seldom, 
that suppliers generally are leery of 
this form of calendar art. An excep- 
tion continues to be Union Special 
Machine Co., Chicago industrial sew- 
ing machine company that drapes 
shapely models with the scanties 
manufactured by Union's customers 
on Union machines. It’s a natural 


Pittsburgh Plate Glass Co.'s Ditz- 
ler Color Div 
finishes, has apparently decided that 
be of- 


fended by curves, even when not 


maker of automotive 


automotive jobbers won't 
automotive. There's a sweater girl on 
the Ditzler calendar. And 12 misses 
of the Petty and Varga types grace 
the calendar of Larson Calculating 
& Typing Service, Chicago 
Allen-Bradley Co. Milwaukee, has 
issued its third calendar in a series 
of four showing a four-color Koda- 
chrome photograph of a dramatic 
landscape in each of the 48 states 
Quality art and paper undoubtedly 
boost the chances of getting your 
calendar hung on the customer's 
wall. And if the calendar doesn’t get 
there, much or all is lost .. no matter 
how perfect the calendar’s limited 
sales or advertising message 
Leaders in the kind of calendars 
that get used, whatever else they do 
because of the quality of the art 
work include General Electric Co 
Schenectady, N. Y., and United Air- 
lines, New York. United classifies as 
a supplier by virtue of its air freight 
service. Both companies include a 


full page of biography on the artists 





USE THIS PUBLICATION 
TO SELL THE INDUSTRIAL 
SOUTH AND SOUTHWEST 


In Hurricane Creek. Arkansas, 
is Reynolds Metals’ giant alumina plant. 
A yearly capacity of 1,555,000,000 pounds 
makes this the largest operation of its type 
in the world. 

As the inspiring story of the Southland’s 
industrialization is told, thousands of plants, 
new and old, share the spotlight. Optimism 
is everywhere. For suppliers to industry the 


future glows with a rose-tinted hue. 


SOUTHERN Power AND INbustTRY, edited 
expressly for this 19-state market, puts ad- 
vertising in touch with millions of dollars 
of Southern and Southwestern buying power 
unreached by national industrial publica- 
tions. Ask for the facts. You will want to 


schedule important space for SPI. 


Southern Power and Industry 


806 Peachtree St.. N. E. @ dilanta 5, Georgia 








employe communications 


public relations 


Armco sells ‘American Way’ 


When you communicate with your em 
ployes. what do you talk about? Armco 
brings up profits. sales, stockholders. ex 


pansion plans 





® rue Year 1950 was the Year of the 
Great Wind 

The te mpests occurred in crowded 
banquet halls, where speaker afte: 
peaker used already overworked 
liches to rhapsodize about our free- 
doms, our opportunities, our Ameri- 
can Way of Life. The 


dull and the record grew scratchy 


needle grew 


but the band played on 

It has been estimated that 140-odd 
organizations around the country 
peddling 


efforts 


during the year were 


Americanisn Some of the 
were sincere and got results. Others 
were dedicated solely to lining the 
pocket of the sponsors 
good old American 

Above the babe! 


by Robert Newcomb 


and Marg Sammons 


by the American Management Asso 
ation and the American Society 
Mex hanical Engincers is W ideiy re 
garded as the highest in the whole 
great field of industrial relations 
To appreciate more fully the em- 
ployer-employe communications 
program at Armco Steel, it might be 
a good idea to listen briefly to what 
Mr. Hook said at the time the Gantt 
award was made to him. His re 
marks were full of meat and thes« 
are some of the rarer cuts 
I have great confidence in_ the 
intelligence of the American worke 
He is anxious to do the right thing 
and he will if he understands the 
tacts 
Sometimes we inclined to be- 


yme impatient v m when he 


Industry's relations with 


Employes ; Stockholders 





Distributors / Suppliers 


Neighbors 


by not talking of it 


follows radical leadership, or em- 
braces unsound economic proposals 
In that event, we as his natural eco 
nomic leaders should search our own 
souls. Have we demonstrated an in- 
terest in him as an individual, o 
have we regarded him merely as a 
small cog in a great machine? 
‘Have we patiently attempted to 
explain, in words he can understand 
the advantages of the complex eco- 
nomic system under which we live? 
Have we consistently kept him i 
formed of the problems and progres 


of his own company? Have we earn- 


estly endeavored to ascertain his 
point of view in order to formulate 


a constructive program of enlighten- 


listened, or have we 








sisted upon doing all the talking? 

Taking the mystery out of busi- 
ness should be the constant objective 
of all managers. If we examine ana- 
lytically the aims and aspirations of 
the men who operate the machinery 


of industry, we find their ambitions 


to be surprisingly similar to man- 


agements 

It is one thing for a company offi- 
ial to disclose his philosophies of 
human relationships on public plat 
forms, and it is quite another to see 
those philosophies at work. At Arm- 
co they work 

The company has just celebrated 
ts golden anniversary. A policy of 
keeping employes informed about 


vhat’s going on is exactly as old as 





* company. Practically all of th 
agement men at Armco have 
e up through the ranks.. this 
s for Chairman Hook and for the 
company s president W. W. Sebald 
The communications between man- 
agement and men, therefore 
ealistic, because both groups ta 
the same language 
Where Armco departs from th 
regrettably norma! pattern of cor 
unication is in localizing the ger 
eral story of free enterprise. Telling 
the economics of its own business 
to its employes, Armco feels, is tell 
ing the free enterprise story. The 
company believes that its men and 
women are interested in what con 
cerns their jobs, including profit 
equipment, sales, orders, stockhold- 
ers, plans for expansion. So Armco 


talks about these things... clearly 


Your sales literature in 


Chemical [iATERIALS Catalog 


is bound to produce 


more buying action! 


When specifying teams in the chemical and process industries need product 
information fast and confidentially, they turn first to CMC—their only source- 
book of up-to-date facts on over 3,000 chemicals and raw, materials. Always 
within reach, Chemical Materials Catalog keeps your product story handy when 


your prospects are seeking 


a. A costly old product 


b. An (impure) old product due to 
refinement in process, etc. 


In a new process of an old end product 
In a new process of a new end product 


In research on old and new processes 
and products. 





a. When their present source runs dry 


b. When economies in production necessitete 
lower cost materials 


improvement in end product necessitates 
better grade raw materials 


Chemical Materials Catalog is the working encyclopedia 9n chemicals and raw 
materials. In it, buyers and specifiers meet you more than half way... for they 
are looking for your complete product story—from chemical properties to struc- 
tural formulas. By providing this detailed technical information in CMC, you 
make it possible for them, without leaving their plants, to make inquiries that 


lead to orders for your chemicals and raw materials 


A continuing study provides 
irrefutable evidence of CMC's 
vital function and wide use 
as a confidential specifying 
and buying reference. Your 
Reinhold Catalog represen- 
tative gladly wall furnish you 
with all the facts. 


CHEMICAL 
MATERIALS 
CATALOG 


REINHOLD PUBLISHING CORPORATION 
330 West 42nd S$t., New York 18, M. Y. 


CHICAGO + PHILADELPHIA + CLEVELAND + BUFFALO 
DALLAS * SAN FRANCISCO * LOS ANGELES © SEATTLE 











ur shots? 


Do YOU RELY ON THE BUSINESS PRESS to reach the men and women who make 
decisions that determine the selection of products and services for use in markets 


important to you? 


Do YOU COUNT ON CONTROLLED CIRCULATION — the closely audited science of 
pre-selected readership that assures your message maximum attention by that 
specialized audience more inclined to take action related to the use of your product 
or service . . . the method of distribution that has proved the reader's occupation 
or profession as the main measure of his eagerness to read, his motivation while 


reading and, consequently, his value to you? 


Do YOU DEPEND ON NBP MAGAZINES — the selective media group of trade, 
technical, scientific and professional periodicals whose emblem stands for pro- 
gressive business publishing with a practical purpose ... your guarantee of edi- 


torial excellence, plus comprehensive coverage through modern management? 


If you do control your shots . . . if you do use all three — the Business 
Press, Controlled Circulation, NBP— you approach the ultimate in 


performance ! 


National Business Publications 


Nn C@QOeRPO 8 


L001 Fifteenth § 
Washington 5 


WRITE FOR FACES ASGOGT NEP 
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THEY WORK TOGETHER 


Here are two publications that reach and are used by the Mechanical Engineer. He 
is the man who is always present at conferences considering what-to-do about in- 
dustrial equipment. 

He is somebody you should reach. He is interested in what you sell because it is 
his business to know what is available when the need arises —Talk to him monthly 
in MECHANICAL ENGINEERING. Keep your product data in his reference 
book ... ASME MECHANICAL CATALOG and DIRECTORY. 


USE Vrewiels i 
TO PROMOTE ERIN TO HOLD THAT way x 
PREFERENCE |, pmmmmmmmmmmes PREFERENCE WEvier\etkatr\ (ey 


-aw ts ras 


PEUPERIORA TOMA 








AND DIRECTORY 


inte ee poral Be 
rm Ft ah : 
{ a “ 
Sad ‘ 


THIRTY - NINTH ANNUAL VOLUME 


Published Published 
Monthly Annually 








MECHANICAL ENGINEERING ond its publisher the ASME have been FIELD The tex 
functioning for 70 years on the basis of rendering a service which we nn 
con be accomplished only through associated effort al equipment. While there are any avenues of approach, the ASMI 
MARKET MECHANICAL ENC NEERING CATALOG is fortunate situated. The ASMI Membership is cor 
—— ALI ; echanized stry the met } posed of engineers in the Kecutive-su perv ry-admunistrative 
. 4 p 4 i f s t 
FE/. TURES Catalog Section This sect 
eo § mechanical « 


‘ 


t the ASME CATALOG covers the lea 


es of ever t using concerned with mecha 


Mechanical Equipment Directory”—a com; 

EDITORIAL MECHANICA! 
INQUIRIES A ervice for advertisers th } 
Cat MECHANICAL ENGINEER 


CIRCULATION MECHANICAL ENGINEFRIN¢ ' CREATION Thee « te AEMEE CATA 


pe it API 





Midwest Office: 400 West Madison St, Chicego 6, Ill * Representative: McDonald-Thompson, 625 Morket St.. San Francisco 4, Col 
3727 West Sixth St. los Angeles 5, Cal . Terminal Sales Bidg., Seattle 1, Weosh . 60! Continental Bidg., Dallas 1, Texas 





NIAA | news 


Chapter activities 
of the National Industrial 


Advertisers Association 





” 


Campaign in ‘Journal’ suspended 


War emergency prompts NIAA 
to revise objective of drive 


The National Industrial 


Advertisers Association has sus- 


® CHICAGO 


pended its campaign in the Wall 
Street Journal because of the 
changed war situation 

The $68,000, Journal -financed 
campaign to convince management 
of the 
resumed in February or later with 


value of advertising will be 


a revised objective of showing man- 
agement what industrial advertising 
can do in war or semi-war. Of the 
32 different, 1,000-line ads prepared 
by different chapters in the cam- 


paign, 18 have appeared offering 


83 / January 195! 


management ideas and case history 
documentation on how industrial 
advertising can help increase sales 
Schuyler Hopper, president, 
Schuyler Hopper Co., New York 
agency, and campaign chairman, 
told IM that the campaign was sus- 
pended until new copy can be pre- 
pared to meet current conditions. 
“It doesn’t make sense to continue 
our present theme without modifi- 
cation in the face of the war emer- 
gency,” he said. “We are sending a 
letter to local chapters, appraising 
them of the situation and asking for 
their help to develop a new theme 
in keeping with the times. The new 
theme will be factual information 


on how industrial companies are 


National headquarters + 1776 Broadway, New York 19, N. Y. 
Bennett Chapple Jr.. president 
Blaine G. Wiley. executive secretary 


using advertising as a tool in these 
times.” 

“In future ads, we plan to ofier 
new material such as the new Mc- 
Graw-Hill Publishing Co.’s kit on 
the functions and application of 
business publications in a national! 
emergency and the Associated Busi- 
ness Publications’ revamped bro- 
chure on what business papers did 
in the last war.” 


CIAA prepares broad program to 
improve advertising employment 


® cuHicaco..A new program de- 
signed to help both employers and 
those seeking jobs in industrial, ad- 
vertising has been announced by the 
Chicago Industrial Advertisers As- 
sociation 

The program, spearheaded by a 
comprehensive five-part booklet on 
industrial advertising to be distrib- 
uted among universities, high 
schools and pub- 
lic libraries, calls 
for a seminar of 
industrial ad- 
vertising execu- 
tives appearing 
before 
classes and a 


school 


series of tours of 


< 

Fairfax Cone (center), board chairman of 
Foote, Cone & Belding, New York, and 
the American Association of Advertising 
Agencies, was the speaker at a meeting of 
the Rochester Industrial Advertisers. He was 
introduced by W. B. Potter (left), director 
{ advertising, Eastman Kodak Co. RIA 
President, A- W. Taff (right), assistant man 


ager, General Railway Signal Co., presided. 








industrial plants, advertising depart- 
ments, agencies, business paper and 
magazine publishing companies, 
show exhibit makers, 
ganizations, printing plants, catalog 


research or- 


companies and other places that fig- 
ure importantly in the creation of 
industrial advertising 

Charles O. Puffer, vice president, 
Goodkind, Joice & Morgan, Inc., and 
chairman of the CIAA public rela- 
tions committee which planned the 
program, said that its objectives are 
(1) to aid undergraduates in prepar- 
ing themselves for work in industri- 
al advertising, (2) to attract the 
best students to the field and (3) to 
save “a lot of time of both executives 
and people seeking employment by 
bringing the most logical and best 


qualified job seekers into the right 
types of contact.” 

The committee, in formulating the 
program, studied educational efforts 
of NIAA chapters and other groups, 
and decided that undergraduates 
needed the complete guidance story 
in printed form. No such work ap- 
peared School officials 
consulted were enthusiastic about 
the booklet and the program. 

The booklet, which is being pre- 
pared by William A. Marsteller, past 
president of NIAA and president of 
the Marsteller Co., Chicago market- 
ing consultants, will be in five parts 
covering: 

1. The definition of industrial ad- 
vertising and its scope 

2. Requirements for success 


available 





G&S 
NIAAA 


Uh The new year... 1926 looks 


good to American business, Carl P 
Johnson, president of Johnson, Read 
& Co., 
Advertisers Association. His report 


Chicago, teld the Engineering 


was based on a letter querying busi- 
ness leaders on the advisability of 
vigorous advertising campaigns dur- 
ing the coming year. Replies gener- 
ally bore out the remark of one man 
who said, “Anyone who sells 1926 
short is going to lose money 

® Some of the National Industrial 
Advertisers Association committee 
chairmen for 1926, as appointed by 
Bennett Chapple, president of NIAA 
American 


n, O.. will 


director 


Middletow 


and publicity 
Rolling Mills 
be 

Harvard awards committee, W. A 
Wolff, Western Electric Co., N. Y 
committee on education, W. A. Hays 
National Slate Association, Philadel- 
phia; exhibit committee, D. J. Ben- 
oliel, International Chemical Co 
Philadelphia; committee on stand- 
ardization, J. C. McQuiston, West- 
inghouse Elec. & Mfg. Co.. East Pitts- 


ep 


burgh; and program committee, J. R. 
Hopkins, Chicago Belting Co 
® Advertisers could not afford to 
drop their use of industrial publica- 
tions, according to a survey made by 
the Eastern Industrial Advertisers, 
Philadelphia. Replies indicated that 
55° of the respondents felt business 
papers essential to their advertising 
programs, and the survey demon- 
strated the vital role played by the 
business press 
® To make life easier for your deal- 
ers and distributors, try several of 
these suggestions, said M. R. Hunter, 
Hunter Machinery Co., Milwaukee, 
to the Engineering Advertisers’ As- 
sociation 

1. Send your dealer only as much 
printed material as he wants and 
needs too much and your book- 
lets, folders, get thrown out 

2. Help your dealers prepare mail- 
ing lists. 

3. Print your dealers’ name on cir- 
culars don't rubber stamp! 

4. Cooperate with your dealers by 
advertising in local publications 


3. Methods for preparing oneseif 
for a career in the field. 

4. Where and how the undergrad- 
uate should present himself most ef- 
fectively. 

5. Opportunities in industrial ad- 
vertising. 


Montreal is likely site 
of 1954 NIAA annual conference 


® MONTREAL .. The Industrial Adver- 
tisers Association of Montreal has 
voted to invite the National Indus- 
trial Advertisers Association to hold 
its 1954 annual conference in Mon- 
treal. 

At an earlier monthly meeting, 
Harry Woodley, assistant advertising 
manager, Northern Electric Co., had 
told the chapter that NIAA had 
given assurance that Montreal could 
have the conference if willing to 
“take on the job” (IM, November). 

G. W. Gilmour, Maclean-Hunter 
Publishing Co., Montreal, 
pointed convention committee chair- 
man by chapter president Gerald H. 
Tessier, advertising manager, James 
Robertson Co., Montreal. Mr. Gil- 
mour headed a special committee 
that recommended a 1954 Montreal 
investigating its 


was ap- 


conference after 
feasibility. 

Other convention sites are New 
York in 1951, Chicago in iS52 and 
Pittsburgh in 1953 


Exhibit of 43 best ad campaigns 
offered on loan to NIAA chapters 


® The National Industrial Adver- 
tisers Association 1950 advertising 
exhibit, including displays of 43 ad- 
vertising campaigns that won top 
honors at the annual convention, 
will be loaned to chapters after 
Feb. 1 

The exhibit, which presents the 
campaigns in 13x 20” 
now is touring West Coast chapters. 
Chapters seeking the exhibit may 
write to NIAA headquarters. 


portfolios, 


Exchange chapter publications 


Kent S. Putnam, G. M. Basford 
Co., editor of “Tips,” monthly bulle- 
tin of the Industrial Advertisers As- 
sociation of New York, has requested 
editors of other chapter publications 
to exchange copies. 


Industrial Marketing /s 











is going to the Waldorf 
for the ’5I NIAA convention! 


Make your reservations mow for the big NIAA annua 1 conven tion, June 24-27, 
1951. The place: New York's swanky Waldorf-Astoria hotel. The program: “Get- 
acquainted” party. Three days of up-to-the-minute panel discussions, fun and 
excitement in the world’s largest city, and a chance to hear nationally famous 
speakers on practical, brass-tack subjects. Don't wait! Get out your pen and make 
your reservations. Later may be too late. We'll be seeing you! 


—— 


ATTEND THE 29th ANNUAL NIAA CONFERENCE — JUNE 24-27, 1951 
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top management 


forum 





Ned A. Ochiltree 


® What to do about sales, advertis 


ng and promotional activities i 
1951? When we know what military 
requirements for steel and alumi 
num will be we can make a mors 
accurate appraisal of the materials 
available to us for the manufacture 
7 our regular construction prod 
K and thus estimate more a 


ly than now 


urate what our « 
petitive position may be 
Our backlong of regular busin 
are We also have war WOrTkK 
books. Construction volume 
ill undoubtedly be less tnar 
1950. Under 


our procurement of steel 


a earmament 


aluminum other than for de- 
Neverthe- 


SS, we are taking no steps at the 


is bound to suffer 


moment to significantly reduce our. 
promotional activities 
Probably 


take such steps but before doing so 


it will be necessary to 
ve prefer to see the future 
clearly than we do now 

We must of 


between promotional 


course maintalr 
some balance 
activities, volume of business avail- 
able and ability to service it. How 

ever, we do not believe it is good 


business to play hot and cold wit! 


this mportant activity 


Phil T. Spraque 


@At the 
changes in our marketing progran 
tor 1951 


which will be substantially the sam« 


noment we plar 


the total expenditures fo 


as in 1950. However, we do intend 
to intensify our efforts to make our 
advertising and promotion activities 
more effective than ever. In other 
words, we will not change the quan- 
tity, but we hope to change quality 
of our advertising and promotion 
Our 1951 marketing program is 
the result of considerable thought 
und discussion during the past year 
elative to our long and short term 
»bjectives and the sales and adver- 
tising activities best suited to the 
achievement of these 
While short term activities (such as 
might be 


objectives 


product introductions) 
postponed because of material short- 
wes, etc we see no reason for cur- 
tailment of our continuing, long 
range program designed to maintain 
and extend brand acceptance for our 
»roducts 

It is our conviction that, despite 
the “emergency” character of the 
past ten years and the prospects of 
more of the same, our company will 
competitive 


iltimately face truly 


buyer’s market conditions in which 


the edge’ of brand acceptance will 


pay dividends 


G. W. Tail. Ir 


s Although 1951 looms as a seller's 
market 


present rate of 


we plan to maintain our 
expenditures for 
sales, sales promotion and advertis- 
ng, and at the same time increas« 
still further the efficiency of thes« 
Behind this 


three motivating factors 


activities policy are 
First, with measuring instruments 
automatic controls and heat-treating 
furnaces, such as we produce, so 
urgently needed to speed production 
essential to the nation’s defense ef- 
fort, an important function of sales 
und advertising work is to aid scien- 
and industrial personnel to get 
the right equipment, apply it to the 
ght processes, in the right way 
und for best results 
Second, the development of new 
products make it imperative that 


yur sales promotional staff work 


losely vith key technicians in 


science and industry so that, to- 
gether, we can determine how these 
developments can best serve the in- 
terests of our customers and, ulti- 
mately, the nation 


Third, 


realizes that in a 


management 
market 


progressive 
seller's 
properly directed merchandising ef- 
fort can be invaluable in building 
and re-building the groundwork for 
business 


a continuing strong 


normal’ years 


throughout the more 
which lie ahead 


Charles J. Stillwell 


® We will not increase our sales 
activity, as such, during 1951. We 
are already sold out on machine 
tools until the end of next year. But 
as in the last war, the entire activity 
of our sales department will be di- 
verted to engineering and service of 
machines as they are installed in 
customer plants, particularly, on war 
work, in order to achieve the great- 
est production possible. Our sales 
department personnel is expert in 
the solution of turret lathe produc- 
tion problems 

Also, as in the last war, we are 
again going to be forced to build 
yurselves out of a future market and 
the earnings therefrom. Accordingly 
we will probably increase our ad- 
vertising and promotion to some ex- 
tent on our new lines of textile ma- 
chinery to insure, if possible, ac- 
ceptance of that new machinery in 
sufficient volume to compensate for 
the loss of machine tool business in 


the post war period 





Exhibitors elect Wantz 

® NEw york .. C. H. Wantz, conven- 
General Electric X- 
Ray Corp., has been elected presi- 
Exhibitors Advisory 
Council. He succeeds D. C. Miner, 


advertising manager, E. F. Houghton 


tion manager! 


dent of the 


& Co., who automatically becomes 
EAC executive vice-president 

Other new officers: Payson L. 
Hunter 


International Business Machines 


manager business shows 
vice-president: F. L. Triggs, 
advertising manager, Riegel Textile 
secretary; W. H. Uffelman, 
manager, exhibition div.. E. I du 
Pont de Nemours & Co 
O. D. Negle 


Corp 
Corp 


treasure! 


executive secretary 
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LEADERSHIP WHERE IT COUNTS \S= ... FOR YOU! 


en = 
46,349 reprints of 


TEXTILE INDUSTRIES articles 
requested in 8 months” 


HERE'S WHO IS . : 
REQUESTING T. I. REPRINTS To advertisers here is a record that reveals the 
inherent vitality of TEXTILE INDUSTRIES 


Of the 46,349 ts dis- " " 
cribueed decendabenasahe, editorial program. For as we all know, requests for 


many were requested by reprints in the industrial field are made only for 
various industry associations. f : 
These were for distribution articles of unusual interest and actual value. 


to member mills. 3 : : : 
par cao T.L.’s intelligent attention to problems of mill 


from many suppliers to the management and operation through the years has built a 


textile industry, for distribu- ‘ r 
tion among their customer quality Oj readership much sought by advertises. 


ar pick Eee HeN It has buile quantity of readership, too, for among the 
tomary, were provided at no men in the mills of America, TEXTILE INDUSTRIES has a 
pry LH ae ane greater circulation than any other textile publication. 
this great number were such 
mills as Bates Manufacturing *The period covered runs from February 15, 1950, 
Co., Sweetwater Hosiery to November 15, 1950, and every one of the articles 
Mills, Cone Mills, Pepperell requested was published during the same period— 
Manufacturing Co., Pelzer a truly remarkable achievement! 
Mills, C. H. Maslon & Sons, 
and many others. 
In every instance, the orig- 
inal article as published in 
TEXTILE INDUSTRIES was of 
such commanding interest 
that one or more people 
considered extra readership 
a must. 











Textile Industries 


806 Peachtree Street, N. E., Atlanta 5, Ge. 





le lana ae participate in ABP’s 


IN THESE DIVISIONS 


DIVISION 1 —Advertising of Construction and Engi- 
neering Materials. (Fabricated steel, lumber, bricks, 
roofing, siding, cement, paint, hardware, etc.) 
DIVISION 2 —Primary and Process Materials. (Wood 
pulp, chemicals, hides, wool, food products, flour, short- 
enings, plastics, etc.) 

DIVISION 3 —Fabricating Parts and Materials, Con- 
tainers and Packaging Supplies. (Metal stampings, mold- 
ed plastics, bearings, gears, steel sheets, tubes, fab’ 
wrapping materials,cans, boxes, paper,aluminum fe '! il 


DIVISION 4 —Maochinery ond Equipment. (Machine 


4 


"Industrial Publications” is a broad classification 
business publications commonly classified as Industrial, 


tools, motors, instruments, materials handling equipment, 
store fixtures, air conditioning equipment, lighting equip- 
ment, hand tools, etc.) 


DIVISION 5—Operating and Maintenance Parts and 
Materials. (Oils, greases, cleaning compounds, repair 
ports, transmission belts, etc.) 


DIVISION 6 — Institutional Advertising and Advertising 
of Services. (Prestige and public relations advertising; 
trade association advertising; advertising of transporta- 
tion, engineering and other services; and all other ad- 
vertising not covered by preceding divisions.) 


For the or of this contest, it means 
rofessional and Institutional—in 


fact, all business publications with the exception of the Merchandising Publications (those 
business publications directed to wholesalers, distributors and retailers.) 

However, advertising in Merchandising Publications of products such as showcases, store 
fixtures, lighting equipment, business machines, delivery trucks, etc.—bought by wholesalers, 
distributors and retailers for their own use and not for resale—should be entered in the appro- 
priate product division in the industrial Advertising Contest, and not in the Merchandising 


Advertising Contest 


24 AWARDS: 6 First Prizes and 18 Certificates of Merit 
(First prize awards made at discretion of judges) 


JUDGING AND THE AWARDS PRESENTATION WILL BE HELD IN PITTSBURGH 


FOLLOW THESE SIMPLE RULES FOR BOTH CONTESTS 


list of publications in which the advertise 
ments appeared 


|. ABP awards will be given to those adver have appeared in business publications 5. Each entry must be accompanied by (a) 


tisers who, in the opinion of the judges whose primary listing is shown in the “Busi 
* section of Standard Rate responsible for the campaign within the ad- 
(not necessarily an ABP _ vertiser’s company, and (b) name and title of 


made the most effective use of their space ness Publications 
in business = during 1950. Each entry & Data Service 
will be judge« 


from the standpoint of (a) member-publication) 
valid and adequate objectives, supported by 3. Each entry in each contest must be classi 


name and title of the individual who is 


the individual who is responsible for the 
campaign within the agency 


(b) convincing, informative copy, and (c) hed as to the division in which the advertiser 6. Entries should be kept simple Each ad- 


specific evidence that the campaign attained desires to compete (The six Industrial divi 


vertisement must be individually mounted 


its objectives. Entries must be submitted by sions and seven Merchandising divisions are on approximately 60-lb. cover stock with 
advertisers or their agencies. Media adver- defined above for your guidance.) 1” margin all around. Entries unmounted 


tising and an agency's own advertising are ‘ 
not eligible 


Each entry must be accompanied by a 
brief statement on the advertiser's or agenc ys 

Each entry must consist of three adver letterhead, stating (a) the objectives of each 
tisements typical of an entire campaign campaign (b) reasonable evidence of re 


or oversize may be disqualified. Please re- 
frain from ornate or lavish presentations. A 
~y clip or tie arrangement may be used 


to distinguish separate campaigns 


which, during the calendar year of 1950 sults in relation to the objective, and (c) a 7. The number of campaigns which an ad- 


CLOSING DATE FOR ENTRIES IN BOTH CONTESTS: — 
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Oth Annual Ad vertising Competition 


DIVISION 1 ~— Advertising to introduce new products DIVISION 6 —To describe and induce the dealer to 
or new packaging. use soles promotion aids, such as window display pieces, 


DIVISION 2 —To sell product features and give prod- price cards, counter displays, advertising mats, envelope 
uct information. stuffers, etc. 


DIVISION 3 _ 1. merchandise consumer advertising to DIVISION 7 —Institutional or general in nature, in- 
the trade. cluding sales training, endorsements, policy announce- 


DIVISION 4—Advertising which makes the best use ments, etc., and all other advertising not covered by 
£ multipl (3 - iv ~~ the preceding divisions. 

° iple pages ot more consecutive pag 

one issve.)* *Contest Rule No. 2 does not apply to this division. One 

DIVISION 5 —To link merchandise with seasonal pro- one-time insert of three or more consecutive pages may 

motions. be entered in the competition. 


“Merchandising Publications” means business publications directed to wholesalers, distrib- 
utors and retalers. Examples are: Chain Store Age, Electrical Merchandising, Corset and 
Underwear Review, and Retailing Daily. 


In this Merchandising Advertising Contest, enter only advertising to wholesalers, dis- 
tributors and retailers of products for resale. If your advertising in Merchandising Publications 
covers products bought = wholesalers, distributors and retailers for their own use, such as 
showcases, s.ore fixtures, lighting equipment, business machines and delivery trucks, enter 
this advertising in the Industrial Advertising Contest in the appropriate product division. 


28 AWARDS: 7 First Prizes and 21 Certificates of Merit 
(First prize awards made at discretion of judges) 


JUDGING AND THE AWARDS PRESENTATION WILL BE HELD IN NEW YORK 


ee 
* 


vertiser or agency may enter is unlimited dh 


8. Awards will consist of certificates of merit 
for the business paper campaigns of 1950 


which, in the opinion of the judges, are most Enter as many campaigns as you wish 


outstanding. First prize awards, one in each 


ejoige "| THE ASSOCIATED BUSINESS PUBLICATIONS 


9. The judges will be leading men in their 


fields, qualified to pass on the merits of en- Founded on 19/6 
tries Their decisions are final and include 
the right not to grant an award in any division 205 East 42nd Street, New York 17, N.Y. 


10. Entries mu:t be postmarked not later * 
: Address MUrray Hill 6-4980 


than midnight, January 31, 1951 


entries to Contest Committee, The. Associ : 96 eee . — 

ated Business Publications, 205 East 42nd The group of ABC-audited, paid business publications which has been 
Street, New York 17, N. Y cooperating since 1916 to and enhance the standards of business paper publishing, 
in the interest of the reader and the advertiser as well as the publisher. 
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Which ad 
got the highest 


Starch score? 





What Readership Scores Mean . . Sym 
bols and percentages show readership tor each 
component part of ad. Scores for entire ad are 
at top. To test your judgment of advertising pulling 
power, scores for the two ads at right are not 


shown on this page 


oO Noted 


@ Seen-Associated 


8 Read Most 


Cost Ratio 


66°° More Readers . . were attracted by one of 
these ads by Sylvania Electric Products, New York. and 
General Electric Co.'s Lamp Dept., Nela Park. Cleveland. 
advertising fluorescent lamps in Factory. To know which 


acd scored higher and some -easons why. see page 128 


General Electric presents a 
Simplified Lamp 
Replacement Plan! 


Reduces maintenance headaches! Cats costs’ Improves appearance 


Gaces more light for vour money! 


FREE, INFORMATIVE LITERATURE 
NOW AVAILABLE FROM GENERAL ELECTRIC 


View sa pas pour comppubeme sm 


GENERAL @@ ELECTRIC 





Novelty vs. Lower Costs . . 


Check your message 


before limiting audience 


Sales vs. Readership . . 





Westinghouse 








Ads and scores represent highlights of industrial 
advertising readership as reported by Daniel Starch & 
Staff. New York. Ads are from September issues of 


Factory Management & Maintenance. Machinery. Power. 














Copy Chasers 





Every other statement in the ad is 
made in such generalized language 
that it has no impact; similar state- 
ments could be, and undoubtedly 
are, made by other manufacturers 

But the Kingsbury ad is full of 
facts about what's so good spe- 
cifically about a Kingsbury, about 
what a Kingsbury will do, and about 
some of the things a Kingsbury has 
done. Here's the powerful start 


ok at the number 


n these parts 


The pictures and diagrams above 
give reality and explanation to those 
figures. Answering “Why unit costs 
are low,” the copy goes on 


the sort 
of writing trick that makes copy ex- 
tra-readable: 


Now here's a nice touch 


We think Kingsbury got more for 
its money by giving the reader more 


for his money 


More ARF . . Top-scoring ad ir this 
same issue is on Nicholson Files, an- 
other in the long series of “Pop's 





School of Filing” cartoons. How 
much the score reflects the many 
similar Nicholson cartoons that came 
before, we wouldn't guess nor do we 
care; it’s a good ad and a good series 
Keep this one in mind we'll re- 
fer back to it later 

Third-scoring ad 
with Van Norman on an absolute 
is one of 


actually tied 


basis, but costing more 
the familiar General Electric Tri- 
Clad Motor inserts, the one showing 
the lube gun beside the motor. al- 
most hidden by cobwebs. The back 
of the insert, composed of four illus- 
trations (one a cutaway, two dia- 
grams) and brief product copy, did 
well, too 

Lowest-scoring full-page ad, while 
we're at it, is by Ohio Gear. The il- 
lustration is most corny . a gear 
tearing away at a cost-sheet, illus- 
trating the headline “Ohio Stock 
Gears Cut Power Transmission 
Costs!” Owner-benefit headline? 
Yes, but if its antiquity didn’t kill 
off readers (9°), the copy lead did: 


Just ain't believable when it’s 
said like that 

A fourth ARF 
Chemical Engineering 
additional support to those of us 
who periodically have to defend 
“long copy” against clients who pay 
for the space but are afraid to fill it 
because people “won't read long 


study on 
furnishes 


copy.” 





KINGSBURY 


Kingsbury 
Disregarding cost-per-reader, here 
are the six best-read ads and the 
approximate number of words in 
each: 
Alcoa .. 250 
U. S 
thousands 
Link-Belt 100 
Union Carbide 400 500 
International Nickel 175 
Pfaudler . . 250 
The Alcoa ad is a pip. Dramatic 
photo of a hunk of “stuff” melting 
in the palm of a hand. Headiine 
“Could This Mean a Fortune to 
You?” Next to the headline and also 
above the illustration is this copy 


Industrial Chemicals 


Thus we have a lead with maxi- 
mum and legitimate curiosity ap- 
peal. See how the main text gets 
down to business 
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NUMBER OF A SERIES 


Why WORLD OIL Is Recommendable 


Job-Interest (intensive) Readership 


Check the Editorial Index, on page one, of any monthly 

issue of Wortp O1 and you will see the larger volume of 

superior editorial content that helps get greater readership for 
your advertising. Worip Oi regularly publishes more engineering 
and operating articles of genuine studied interest to exploration, 
drilling, producing and pipeline men than any other oil paper. 

We call this “job-interest” editorial because it is information 

that helps oil men do their job better and in turn helps them get 


promotions or raise their business profits 


This “job-interest” editorial gets job-interest readership—the 
more thorough, more intensive, month-long kind of readership 
and in so doing gets the same thorough, studied readership 


for your advertising 


Schedule greater oil producing industry sales for 1951— 
Schedule monthly WORLD OIL. 


specialized for exploration, 
drilling, producing, pipe line operations and management 


established 1916 as The Oil Weekly 


P. O. Box 2608 © Houston 1, Texas 


932% of the won who tuy or specify 982 of abl ol field tquipmuent read Would oil 
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rot the 
Ss, and 
squarely on 
sage is interest- 
ry interesting 
seems t ‘ nan ad earlier on “the 
rst fully standardized, all-stainless 


and tube exchanger follow- 


esponse was 
production had to be 
boosted with the result that ther« 
re manufacturing economies and 

ce reductions “as much as 22 
WwW think thats an _ interesting 
story. We think that many of the 
eaders even 


tho igh not direttly 


neerned with stainless steel ex 


might have wished to 


ike a note ot it passing. That so 
did must blamed on the lay 
lich is reproduced nearby for 
tion. (Note: it's 


you paid to! th 


that human 


inspec wortn 
; Magazine to 
beings are psy 
logically repelled by circles.) 
ARF vs Starch . . Incidentally. this 
ARF study of American Machinist 
s the first to take place in a field 
also having a publicatior Ma- 
chinery 


which is regularly sub- 


jected to Starch interviews 

Since the circulations of these two 
nagazines are close! alike thar 

ost, it is interesting to observe how 
the readership scorings compare 

Both ARF and Starch have sur 
veyed certain ne wspapers and the 
Starch scores have aver aged mucn 
The guess was that Starch 
wers point out the ads one 


while ARF people make 


nery. scores av- 


the ARF study! 


June issue of Factory 


A number of the ads in the ARF 
study have also appeared at one 
time or another in Machinery. Theo- 
retically, the better ads in one sur- 
vey should be the better ads in the 
other 

Eliminating the “read most” 
scores, which Starch uses and ARF 
does not, here are the rankings of 
the 20 ads surveyed in both publica- 
tions. The list does not include high- 
scoring ads surveyed in only one 
publication. Absolute figures, in all 


cases 





Van Norman 
General Electric 

(p. 1 of insert) > 2 
Landis 6 (tie) 
Timken ‘ > 17 
General Electric 


(p. 2 of insert) 


6 (tie) 


Cimcool 


Lima Hamilton 17 (tie) 
John Bath > 19 
Monarch ( 5 
Heald > 11 
Kingsbury 
Hendey 

Sheldon 

Starrett 
Barber-Colman 
Standard Gage 
American Optical > (tie) 
Michigan Tool 

Parker-Kalon 

Jones & Lamson 





Whether these rankings jibe 
nificantly we'll leave to you 
More Readership Reports . . But 
as you must know by now, we have 
great difficulty understanding Starch 
scores they aren't as revealing 
us as they seem to be to some 
fellows who go after the reader, any 
reader, rather than the prospect 
Some things just don’t make sense 
If you had wanted to have the 
best-read ad (on a cost basis) in the 
here's what 
you d have done you'd have 
1, taken a photograph of your new 
with 


Ligh to k 


ft truck operator looking 


ip at the 


2, superimposed it against a back- 
ground of a lot of shipping cases, 
piled up high 

3, done some lettering, in perspec- 
tive, on some of the shipping cases, 

4, laid type over the whole picture 
in order to make it most difficult to 
read, 

5, crowded signature, trademark 
and address in reverse at the bottom, 

6, and run it on two-thirds of page 
316 of a 340-page issue 

That's it 


Best-read two-color full-page ad 


You explain it 


(on a cost basis) in this issue has its 
250 words of copy jammed into a 
space in which a sensible typog- 
rapher would only permit 125. The 
big headline “STOP RUST” 
have been a real “stopper,” because 
the ad (Rust-Oleum Corporation) 
ended up with a “read most” of 15 
Worst 
(absolute basis) had no illustration 
Worst for 


had this lifeless copy 


must 


full-page ad for “noted” 


“read most” (cost basis) 


No, it just so happens it doesn’t 

Best ad in the issue on a cost basis 
is Veeder-Root’s, illustrated with 
one of its counters, headlined by a 


big “REWARD!” and 
with this chatty copy 


starting off 


A corny idea, rescued by the easy- 
riding copy 
Highest-scoring ad in the June 


Machinery (absolute figures) con- 





NUMBER OF A SERIES 


Why PETROLEUM REFINER Is Recommendable 


The Invited Salesman 


mean to say that we buy major items of equipment without 


its. We almost always ask in a few salesmen be- 
anything but standard refinery equipment; hou 
nly call salesmen in whose products we are interested 
certainly have an advantage in selling their product ove 


— 7% 
n uninvited 


PETROLEUM REFINER 
Petroleum Refiner cach 


s just such an invited salesman—refinerymen pay to read 
month, in fact more oil refining men pay to read Petroleun 
Refiner than any other oil paper 


salesman in Petroleum Refiner receives that same invitation cach month 
paid invitation, has a distinct advantage to interest buyers in your 
rest them so that next time they are ready to buy they will invite your 


Make certain your salesman is invited . 
schedule an adequate 1951 campaign 


in PETROLEUM REFINER. 


specialized for refining, natural gasoline, | 
| 
and petrochemical engineering, operation and management 


P. O. Box 2608 © Houston 1, Texas 


0 @ 


Wem oth nefivimg, win pay te read Rtroleum Refiner thom ay then oil 


, 1 } 
y 195) 


 Papesr/ 





‘ . 4 
ad mn page 4 


sists chiefly of the nose of a Jacobs 


Chuck and practically no copy. Very 
next best (same basis) is a Kearney 
& Trecker spread that's loaded wit 
copy 
In the same issue, an ad built 
around a cartoon (the way the suc- 
cessful Nicholson ad was) came in y ’ 
next-to-last for noted” (among 9 +7 si 
pages), and another one with a car- . aa a. eo 
toon strip came in last for read- Se 
most.” AS 2 Oa 
We can't make any sense out of it Li hs cay Oe ee alee 
~~ — ——- 


A Few Items Left Over from ‘50.. . 


On page 4 of a recent issue of Indus- 
trial Distribution, a publication in- 
tended to be read by mill supply 
salesmen, appears, in a paid ad, the 


following poem 


lee 
UR Rte tinge 
A Priceless lagredicet 


LUN RENN EIME R 


ree own (ttat wat 


magine, but up at the top Okay, so you re trying to steam up 
almost missed, is the rest of the jobber salesmen. What do you think? 
poem We aren't much for gags, as you 
may have noticed. But the Trane Co 
ads are so well done, we stop and 

read ‘em 
“Moisture Control is Important” 
shows a dismayed father holding an 
= aonimrennt in-housebroken infant in his arms 
ps6 yaithec’~ closeup of a chicken is labelled 
o Cacamee 7 He’s Comfortable... till Fry-Day” 
nued on r it’s about air-conditioning for 

ver the 


ncubators 


nachinet ® We would appreciate learning from 
ost hor Timken-Detroit Axle Co. the story 
behind its ad Before You Decide, 





Count us out on these! 


w Soothing smokes... sultry scents... 
snapping cereals...count us out on these! 
Such products—often purchased casually 
and with little or no investigation— 


require one kind of selling. 


But if the purchase calls for important 
money—that’s something else! Then 


people do investigate, they do discriminate. 


This kind of buying requires our kind 
of selling. We advertise capital services 
and durable goods for home, farm, 

and industry—nothing else. Successful 
concentration in this one field has 


made us the largest agency of our kind. 


THE BUCHEN COMPANY 


Ad) ertising 


Daily News Building: Chicago 6, Illinois 


Coe / 


SPECIALIZING IN DURABLE GOODS AND SERVICES FOR HOME, FARM AND INDUSTRY 





Lewis Polk, president of The Sheffield Corporation, Dayton, Ohio, is 
heod of a business that is o world leader in precision measurement. its 
technicians study production problems and develop goges, measuring 
instruments, automatic devices, precision machines, machine tools, tooling 
and cutting tools widely used in the metal working industries. Under 
Polk's management the company has grown from a smoll tool business to 
its present position of importance, with subsidiaries at Greenfield, Mass. 
and Melbourne, Australia. Polk literally grew up with the business through 
engineering, manufacturing and sales before he was named president. 
in addition to keeping Sheffield moving ahead at a fast clip, he also 
finds time to be a member of the Council, member of the board of direc- 
tors, and vice president in charge of Technical Divisions and Committees 
of the American Ordnonce Association, as well as chairman of the Goge 
Industry Division, and president of the Cincinnati Post of the some or- 
ganization, and a member of the American Gage Design Committee of 
the Notionol Bureau of Stondords 





— for miles of progress 


C3) “One thing that makes mass production possible is the ability to make 
pieces so exactly alike that they are completely interchangeable. This 
requires precision control of dimensions. Man's progress through the ages has been 
paced by his ability to split the inch finer and finer. Such precision is an 
important key to national security as well as to the development and successful 
performance of many of our new and improved products that have created the 


American high standard of living.” 


The precision and wear of a thousand parts work- 
ing like demons in a plane engine—the airframe 
that can take that last surge of vibration in a 
power dive—supremacy in the skies . . . these 
are Sheffield’s business. 


The wear and tear in your automobile — your 
safety in an airliner—the convenience and cost 
of dozens of things you live with at work or at 


home... these are Sheffield's business, too. 


For Sheffield’s business is accuracy . and its 
leadership has been earned in forty-four years of 


solid contributions to gaging practice 


The Iron Ace has more than a speaking ac- 
quaintance with accuracy. For we, also, are in 
the gage business measuring the potentiali- 
ties of future trends, printing prices with abso- 
lute precision, reporting new technical develop- 


ment with factual integrity. 


Metalworking management for years has based 


its decisions on the news pages of The IRON AGE. 


measure all Metal Magazines 


.--and you'll make 


your Ist Choice, too ! 





Louis Polk, President, The Sheffield Corp. 


Orders are placed, goods are bought and sold, 
future commitments made. . . at prices as pub- 
lished in The Iron Ace. New products are 
created, costs are reduced, new plants built... 
all born out of technical developments in The 


IRON AGE’s pages. 


Accuracy is the priceless ingredient in The IRON 
Ace’s stature in the metalworking industry. 
There’s no premium for it on our rate card... 
it’s the birthright of every IRON AGE advertiser. 


A CHILTON PUBLICATION, 100 E. 42ND ST., NEW YORK 17, N.Y. 
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‘T understand theyre making them of plastics now” 


He is, of course, referring to the flowerpot and the fact that plas ics 
invaded another field. Almost everywhere you look on the land, 
on the sea and in the air, you find evidence of plastics’ phe- 
nomenal growth as an industry. In every shape and form—from 
liquids to solids—plasties are either taking over the jobs once done 
by other materials, or making new products possible. A good 
measure of that growth is the industry's increasing appetite for 
plastics materials: 1949 consumption rose 18° over the previous 


year, and was half again greater than in 1946. 


Investigate your potential 


This increased consumption of raw materials means a rich and 
growing market for equipment and services—not only those re- 
quired for basic processing, but all the equipment and services that 
make a factory tick. It could mean new and repeat business for you. 
We'll be glad to help you investigate your sales potential in it. 

Modern Plastics magazine—with its ABC-audited distribution of 
20.518—covers not only the plastics industry, but also the major 
buying influences in other industries where plastics are being used 
in inereasing volume. It has the highest paid circulation and car- 
ries more editorial and advertising pages than all other publications 


in the field combined. 


A BRESKIN PUBLICATION 


MODERN PLAST 


MEMBER AUDIT BUREAU MAGAZINE 


OF CIRCULATIONS 








WESTERN INDUSTRY 
BELONGS ON YOUR 
NATIONAL SCHEDULE 


Under that there's a cut of a blank- 


faced man 


reprint of this 


A two-co 
message is offered free (“without 
advertising”) with car sticker, “It 
Sure Is Great to Be an American.” 


One way to be an American is to 


ndignant at people like this tell- 


WESTERN INDUS w other 


iN | S 
people to be suspicious of 
ll other people. Who's to say what's 

Who's to judg 
ous scrap ol talk” 


subversive talk 


between a suspik 


é and honest criticism of the faults and 
MAKES THE DIFFERENCE 


all that is the Amer- 


between 
WESTERN INDUS 
~ s and some forthright 
demands that the negro be given a 

better break, that medicine be social- 

ypen to believe ir, it) 

nt be reformed 


improve it) 


Want A\umMINUM wInOOWwS 


Who's Ware Aluminum Windows to 
be telling us to snoop, sneak, spy 
and squeal? 
We happen to believe that the best 
American is to keep 
f 


your own nose clean first: that Com- 


rm of 


way to be an 
munism, even in tne some- 
body next door,” can’t be much of a 
threat to this country if we pay more 
attention to making it a Detter system 
by keeping our own houses in order. 

We think that this witch-hunting 
ad is un-American and has no place 
na business magazine 


The Copy Chasers 





THREE TIMES YEARLY 
we pinpoint our market 


‘ Weste mn busine 


January Annual 
Review & Forecast ; 
March Metals issue ncides with West 
ern Metals ngress 
August Materials vers Western Pack 
Handling aging & Materials 
Handling Show 


NEW YORK—Franklin 8. Lyons, Mor 
Weston Road Georgetown, Conn 
Telephone Georgetown 374 

CLEVELANOD—Richord C. Burns, Mar 
7708 Deerfield Drive, Cleveland 29, Obie 
Telephone Tuxedo 5.1848 

CHICAGO—A. C. Petersen, Mar 
3423 Prairie Ave., Brookfield, it! 
Telephone Brookfield $32 

SAN FPRANCISCO—V. C. Dowdle, Mar 
609 Mission St.. Son Francisco 5, Calif 
Telephone YUkon 2-4343 

LOS ANGELES—Jerome E. Badgley, Mor 
1228) Se. Bronson Ave., Los Angeles 6 
Telephone REpublic 2-31 25 


WESTERN INDUSTRY 


409 MISSION ST., SAN FRANCISCO 5, CALIF 


“MACHINERY ROW 








Your BEST BET for 
Plus Sales..... 


~ «© « « « « « The Big March 
PACKAGING SHOW ISSUE 


will reach the eves of the thousands of buyers who spend 
over 70° of the $7,000,000,000 which annually goes into 
Packages and Packaging Machinery Materials — Sup- 
plies — Services. These regular readers of PACKAGING 
PARADE will turn out in droves to look over the big 
Show at Atlantic City (April 17-20); and theyll want the 
complete pre-Show data which PACKAGING PARADE 
traditionally carries in its Show issue. It’s the perfect 
spot to reach receptive minds — buying minds in a ready- 


to-look mood with your sales story. 


READERSHIP of the March Show Issue (and of the April 
Show Report Issue as well) will be of the thorough 

attentive ready-for-action kind which means orders for 
good products well advertised. The stepped-up defense 
program means changed methods and expanded interests 
by large numbers of packagers. Tell them what you have 
to offer in these two issues and for a complete job, 


use selling space in PACKAGING PARADE right through 


the vear. 


SPECIAL CIRCULATION BONUS FOR MARCH SHOW ISSUE 
1000 additional distribution to leading packagers in the Mid- 
Atlantic area most accessible to Atlantic City .. . besides the 
regular selected all-buyer circulation of 


15,000 


For Further information, Call Your Nearest Representative 


* 
published by HAYWOOD PUBLISHING COMPANY 


22 E. Huron Street, Chicago !!, Illinois WhHitehall 4-0868 
10) Park Avenue, New York 17, New York Murray Hill 3-5786 
WEST COAST ® McDONALD-THOMPSON 
625 Market St @ Los Angeles 5 
Terminal Sales Bidg 


San Francisco § 3727 W. éth St 


Seattle | 


also publishers of BOXBOARD CONTAINERS 


v 


vy 


PACKAGING PARADE 
features: 
CIRCULATION: All-Buyer—no 


deadwood — clean as a whistle 
98% a. & a 


FORMAT: Super-Size page 

(10x13)—elbow-room for a domi- 

nant, complete sales story in every 

space unit at no higher unit rates 

news magazine style—live articles, 

features, illustrations cover-to-cover 
no buried ads. 


ADVERTISERS: (Our Advertis- 
ers’ Index is a reliable directory of 
the leading companies which sell 
the big volume of packages, pack- 
aging machinery and equipment 
materials and services to the pack- 
aging industry 
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Advertising of Small Company Strengthens 
Its Competitive Position 


Agency's "‘Work-Flow’ Plan Improves Office 


Efficiency 


An Index of Case Histories Documenting 


Results from Advertising. 


ARF Studies Show Best-Read Ads. Editorial. 


Cover Stories: 


Five Guides for Setting a Budget by T 
Method. t 
Four Ways for an Advertising Agency to 
Make a Profit. I 


Hough Increases Sales 15°. With Industrial 
Advertising. : A 


How a Product Handbook Can Prove Your 
Ad Results, 


How 129,000 Readers Read a Business 
Publication. 
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AUTOMOTIVE DATA 


Production 
Oe Fel AGAIN -the only complete source 


1949 Factory Sales to 


Pesengss Ty of automotive data 


a n 
Readers report, over and over, “the AUTOMOTIVE INDUSTRIES 
Annual Statistical Issue is the most complete, most useful hand- 
book in the automotive manufacturing field.”’ Since 1919, it’s been 
their only complete, authentic source of information on automotive 
production; sales totals; car, truck, bus, tractor, engine, aircraft 
specifications . . . and an abundance of other vital information they 
use to formulate their plans. 


Ne 


GAIN -the ONE medium for 


Oe » covering 3118 automotive plants 


New 
New On March 15th, the 33rd Annual Statistical Issue will penetrate 


New 
Whol 3118 automotive and aviation plants throughout the Nation. These 
sale busy plants produce cars, trucks, buses, tractors, aircraft, engines, 


Month «<< Of Parts and Accessories i : . . . : 
parts, accessories, road machinery, production equipment, materials 


Census of Car Dealers and supplies. Yes-—the Annual Statistical Issue permeates 


ar Dealer Franchises by Makes, by Popul: America’s #1 industrial market, a $15.6 billion manufacturing field. 
ar Dealer Franchises by States, by l’opul 
ar Dealer Franchises by Makes, by Years 
ar Dealer Franchises by Makes. by Stat 
Automotive Wholesalers, Dealers and Rep: 
Automotive Wholesale and Retail Outlets by 
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Total. Registrations 
1918 Canadian Motor Vehicle Registrations AGAIN -usea for yea r-round 


50 Years of Registrations 

World Motor Vehicle Registrations by Cont . 

U.S. Meter Vehicle Registration by States reference by 21,000 automotive 

Ranking of the States According to Total 
tions 

Taxicab, Motorcycle and Trailer Rewis« 
States 


executives 


Over 21,000 engineering, production, administrative, purchasing and 
AVIATION DATA sales executives eagerly await the March 15th Statistical Issue. A 
Aircraft and \ircraft Engine Production study of readers revealed that 98% use its data for reference; 


Shipments of Complete Civil Aircraft, by M a . : 
Shipments of Civil Aircraft Engines. bs 93% use it all year! From the advertising section they learn of the 


Civil Aircraft Shipments by Months, by leading suppliers of parts, materials, and production equipment— 
Personal and Transport Aircraft Shipmen 1 ded i 4 me F BLS as a . 

ecentt and Alsoratt Restea Mieke all needed in vast quantities. For covering America’s #1 industrial 
\irpor anding Fields, by Types, t market, A. I. is your best buy. The Statistical Issue is a “must” on 






Civil A ft Registrations, by States, 14 
Airports in Use. by Types. by States 

L.S. Exports of Aeronautic Products, by 
L. S. Experts of Aeronautics Products 

1949 Personal lane Shipments by Manufa 
Revenues of Domestic Scheduled Air Carrie 
Passenger Miles on Scheduled Air Carrier 


srecticaions AUTOMOTIVE INDUSTRIES 
Massenger Car Engine Trends A CHILTON Publication 


1950 Passenger Car Price, Weight and B 


Lee ie Ci) 4 eee 
Derivation of “Verformance Factor” Chestnut and 56th Streets 


Truck Soecifications 


your 1951 schedule. 


man Cars 





American Tractors 
American Gasoline Engines 
Automotive Diesel Engines 


Rotary Wing Aireraft Philadelphia 39, Pa. 
American Commercial and l’rivate Aircraft 
American Integral Buses ® 
Aircraft Gas Turbine Engines 
Wiulasie lime tices Lhe pul 4) 
sn | Gasoline Fng =~ . . . 
wthourd Motor « « « the Automotive Industrial News Magazine. 


American Outhoard 
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How Pass & Seymour Cut Costs of a Three 
Media Campaign 


How We Make Our Ad Budgets Stick 
Let's Get Out of the Advertising Business 


Radar of Selling Industrial Advertsing . 
Otter to Management. 


Starch Tests Industrial Ad Readership. 


Unique Joint Advertising Bolsters Machine 
Tool Exports. 

Using ‘Classified’ to Guide Your Industrial 
Ad Readers . 

What Management Expects from Advertis 
ing 


* 


Advertising at war 

Denison Slide Films Speed Conversion for 
Korea. 

Effect of War on Advertising 
Industrial Marketing in Wartime . @ Bib 
liography 


Perils of Steel Hoarding Told in Ryerson Ad 
Series 

What the Advertising Man Can Do in To 
day's Semi-War Economy 


* 


Advertising copy. 
graphics, production 
Case Histories Show How to Write Indus 


trial Copy 


Copy Chasers 


Copy Chasers Lower the Boom— Allis-Chal 
mers Adroitly Ducks 

How to Bind Your Catalogs Fast. Cheap 
and Attractively 


How to Advertise to Business Men 


io 


Business paper publishing 


Advertising Volume in Business Papers. 


ARF Studies Show Best-Read Ads. Editorial. 
Business Paper Volume for 1949 Analyzed. 


Canadian Advertising Volume, { 
How 129.000 Readers Read a Business 
Publication, 


New Data on Media. 


Tough’ Judges Name Winners in IM Edi 
torial Competition. 
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Marketing. distribution 


Census Shows Extent of Food Industr7's 
Equipment Buying A 


Chemical Process Industries Show ove 


Growth: Census 
Defining. Measuring the Industrial Market. 


Eight Field Men Pinpoint an Industrial Mar 
ket. , 


How Industry Buys 
How Oliver Sells Farm Equipment. 
Keep an Eye on Your Competition, 


Improved Distribution. Promotion Spur a 


Sales Boom in Commercial Electric Cooking. 


Selecting an Export Agent in Today's 
Foreign Market. 
Telemeter Service’ Speeds Cutting Tool 
Distribution. : 

Western Union Phone Survey Finds an Elu 
sive Market. 


What Industry Must Do in Today's Chang 


ing Markets. 


48 


Where's Your Westward ane Market 


Now?. 
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Publicity. public & 
employe relations 


Employe Communications Public Relations 


How Ansul Chemical Co. mee a Pub- 
betty Break. 


How to Use nar? ae and Radio Ser. 
vice, 

How to Use the ‘Big 3° to Get Industrial 
Publicity. ind M 


Is Publicity from Technical Societies Tabu? 
No, i . . « i j 


What the Free-Lancer Offers to Industrial 
Publicity. ‘ 


When & How to Release Stories to News 
nepene Editors. 
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Sales, sales promotion 


Gifts and Thank vase Win aon for Ex 
ternals. 


How to Hold Sales Down .. . and Not Show 
It. : ue 
Industrial Selling4is on the Way Up. 


fille 


Is the Sales Movie Birth Rate Too High? | 


Pay Your Salesmen on the Hybrid Plan, 
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Open House for Customers Sells industtat 
Equipment. 


Radar of Selling .. . 
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CONOVER-MAST PURCHASING DIRECTORY 





THOMAS’ REGISTER 


Total Circulation 19,792 





Total Circulation 24,805 


All Other 8,494 


MAC RAE'S BLUE BOOK 
Total Circulation 18,166 


which is Your best buy 


In selling to industry, it’s CoNovER-Mast Pur- 
CHASING DrREctory. By concentrating on in- 
dustry’s needs (does not carry any non-industry 
advertising or listings), it has become the exclu- 
sive or the preferred buying guide of a great and 
growing number of industrial buying executives. 
The following are typical of the experiences of 
thousands of industrial executives who have avail- 
able to them practically all directories and other 
information sources: 


*Doto source: MacRae's Blue Book and Conover-Mast Purchasing Directory 
—CCA, and ABC for Thomas’ Register 
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Machinery Manufacturer. * we 
use this directory more than any 
other reference work of this type 
Its compactness and accuracy 
make it an extremely useful tool in 
our department.’ 

Signed Purchasing Agent 

Rubber Products Manufacturer 
“L find this particular directory 
very helpful in that it is compact 
and still contains a very good rep 
resentative listing of the manufac 
turers of machinery and equipment 
that we are interested in from time 
to time in our engineering depart 
ment Signed — Chief Engineer 
Construction Equipment Manu 

facturer. “I am very fond of this 
directory particularly in view of 
the fact that it does not require a 
crane’ to lift it from one desk to 
another.” 


Signed Asst. Purchasing Agent 


Direct quotations from signed company letters on file in 


Bridge Builder. ‘“We use this di- 
rectory a great deal in our buying 
and find it a valuable and com 
plete source of information.” 

Signed 
Supervisor of Order Department 

Mechanical Equipment Manu 
facturer. “We use the directory 
quite frequently and place it at the 
top of our list as the most useful 
purchasing reference.” 

Signed — Purchasing Agent 

Power Plant Equipment Manu- 
facturer. “We are regular users of 
your purchasing directory, in fact 
we use it in preference to the other 
directories we have on account of 
the ease with which we can find 
the required information.” 

Signed- Plant Supt 


our New York office 


It will pay you to be represented in the Conover-Mast Purchasing Direc- 
tory by adequate space to illustrate and describe the uses of your product 


Issued Semiannually 


Chicago ti, tH 
New York 17, N.Y 
Cleveland 14, Ohio 
Les Angeles 36, Calif 
Philadeiphia, Pa.. 333 Kent Ra 
Birmingham, Mich., 1236 Bates St 
Taunton, Mass. @ Earl St 
Westport, Conn.. Bay St 
Packanack Lake, N. J 


737 North Michigan Ave. 
205 East 42nd St 
435 Leader Bide 
5478 Wilshire Bivd 
Bala-Cynwyd 


114 Beechwood Drive 


Whitehall 4.6612 
Murray Hill 9-3250 
Cherry |-7788 
Whitney 8055 

Cynwyd 497! 
Birmingham 2844™ 
Taunton 2-1987 
Westport 2-3106 
Mountain View 8-0255 





For the Widest Coverage of Industrial Buyers 


See Your Aduertising régency 
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\ a@hog... / 


and the meat pack 
ing industry processes hogs by the 


millions! 


The meat industry is the largest user 
of processed steam offers a stable, 
steady, top-priority volume market 
for boilers, piping, fittings, valwes, 
pumps, insulation, and a thousand and 


one related articles 


billion 


concentrated in the 


The meat industry is a 12 
dollar business, 
1889 primary manufacturing plants 
located in population centers per 
mitting concentrated sales at minimum 


expense 


To get vour sales «tory to the execu 
tives who buy, specify, and make de- 
cisions in this gigantic, vital industry 

put that story in The National Pro 
visioner. These men pay for The Pro 


visioner because they want it 


You can depend on The Provisioner 


the packers do 


407 S. DEARBORN ST., CHICAGO 5 


ing's Offer to Management. 


Sales Promotion Ideas: 


Ten Ways for Salesmen to Woo the Pur 
chasing Agent. n, Aug 


Ten Ways to Plan a Sales Meeting. 


What Puts the ‘Sell’ in Today's Sales Slide- 


films? 


aa 
Shows, exhibits 


Blowers and Bubbles Stop Chemical Buyers. 
Box Office’ for Trade Shows. 


Give Sketches and Color a Chance to Pep 
Up Your Talks, 2 Sept 44 
Industrial Shows. Aug 


Survey of 20 Trade Shows Guide GE to 


Stay in .. . or Out 


Venders, Try-It-Yourself Introduces Shake 
proof's New Keps. % ; ‘ 


What to Do About a Trade Show Belore 
You Call the Exhibit Builder. by W. | 





Departments 


Advertising Volume in Business Papers. 
Canadian Advertising Volume. 
Copy Chasers. y 83; Aug 


Cover Picture, 


Editorial Index 


Editorally Speaking. 


Employe Communications— Public Relations. 


Industrial Shows. 


New Data on Media. 


News. 


NIAA News. 


Problems in Industria] Marketing. 
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Sales Promotion Ideas. 
Trends. 


Q 





Wall Street Journal buys 
Chicago Journal of Commerce 
® cuicaco..The Journal of Com- 
merce Corp. has sold the Chicago 
Journal of Commerce to Dow Jones 
& Co., New York publisher of the 
Wall Street Journal 

The Journal of Commerce Corp. is 
continuing to publish the New York 
Journal of Commerce 

The Chicago paper, founded in 
1920 by A. S. Ames. has a circulation 
of 33,390, compared with the Wall 
Street Journal’s 157,490. The two 
circulations have an 8.2% overlap 

Bernard Kilgore, president, Dow 
Jones, as taken over as publisher of 
the Chicago paper. John D. Ames, 
former editor and publisher, will 
continue as a top executive on the 
newspaper 

The newspaper is being published 
as the “Chicago Journal of Com- 
merce edition of the Wall Street 
Journal.” This brings the Wall 
Street Journal regional editions to a 
total of four 
Ernest T. Giles . . v 


7. e 
y & 


Robert C. Black . . 








Now —Kimberly-Clark brings you 


Premium Papers at 
“Economy Prices! 


EASY DOES IT! THAT'S 3 TONS OF NEW TRUFECT READY FOR SUPERCALENDERING! 


Now you can make every impression 
a far better impression — without an 
increase in printing cost! For Kim- 
berly-Clark’s four fully 


papers with new fiber, new formula, 


new coated 


give you premium quality press per 
formance and reproduction it the 
cost of ordinary paper! 
You'll see new whiteness and bright 
ness, feel new smoothness, in all four 
Kimberly-Clark papers. In make 
small 


ready, on large or 


presses, 


you ll discover new economy and 
dependability. Finally, in comparing 
reproduction with that of any other 


paper, at any price, you'll agree 
there’s a striking new difference in 
the quality of printing achieved— 
with less waste. 

So, regardless ot your paper re- 
quirements — for long runs or short 
runs, advertising pieces, magazines 


look to Kimberly- 
Clark for printability at its best. 


or house organs 


m- 


Quick death for bark! In huge 


drums, logs are stripped of bark as they pound 


rotating steel 


and rub together. Removal of all such undesir- 
able elements helps make Kimberly-Clark papers 
And for greater 


hbers are now 


whiter, cleaner, smoother 
strength, exclusive new Longa 
included in all four coated papers. 
o 
= 


“Face powder” for a paper's “complexion”! 
As an aid in imparting the proper surface to all 
Kimberly-Clark papers, only soft, white clay of 
texture is used in the coating 


face powder 


formulation. And now, a finer balance of coat 
ing ingredients gives this paper the smoothest 


printing surface in Kimberly-Clark history 


How bright is bright ? At Kimberly-Clark the 
brightness test tells—and as groundwood stock 
is dewatered, each sample taken must pass this 
test. It’s just one of 79 checks on paper quality 
made from tree to press—79 reasons why Kim 
berly-Clark papers give you the press perform- 


ance and reproduction of higher-priced paper 





Before choosing any printing paper — Look at Kimberly-Clark coated papers 


New HIFECT* Enamel — with sulphate 


*ked fibers added 


ty, dimensional stability make 


foldabil 


permanence 
or any fine letterpress printing 


New LITHOFECT*-— for finest offs 
ul pick-re 
Offers outstanding ft 


printing. Provides a moisture- at 
sistant coating ridabil 


itv. Rend « without loss of density 


119 


Hifect ideal 


] 


t 


New TRUFECT*- whiter, smoother, folds 
lrufect, for letter 


greater 


even better than before. 
press, offers faster ink setting time, 
press de pe ndability, finer reproduction 

New MULTIFECT*—an economy sheet 
for volume printing Now Multifect has added 
strength, better foldability, greater uniform 


ity ream-on-ream than ever betore 


KIMBERLY-CLARK 


CORPORATION 
NEENAH, WISCONSIN amet 
> 





Employe, public relations 





Whenever! 


and wherever it’s possible, the con- 


unreservedly and often 


tact is pers nal 
In its printed communications with 
employes Armco uses a double- 
barreled method It has beer 
useful and effective to issue 
printed pieces, instead of one 
employes informed about 
or company - wide 
The first device 
newsletter (it isr 
agement” letter) 
Arm -co- operator 
nagazine. The two 
they supplement one another 
newsletter has no pictures It 
mimeographed job ot one and son 
times two pages Each week it tell 
what is going on, princinally 
particular plant where it is iusued 
It is distributed at the pay window 
along with the paye hecks. The plant 
anager signs it 
If Pickle Tank No 
ned, the newsletter 
the detaus of 
Doakes, who works at that tank 
yw in advance what is to be done 
uch the costs of the repairs 
be and where else he ar d his 
Vv emploves Vil » we cing 
ng the time the repairs are being 
nade. That's all mighty important 
to Joe, and nowhere else can he read 
bout it except in the newsletter of 
Pickle Tank 7 
his newsletter how the 
n at his plant 
tre stec ne 
in the dies of 
plants. He reads 
bricks and bou- 


And if 


into his plant 


ustomers 


Joe already 


Armco’s newsletters . . are not dis- 
tinguished for limpid beauty of 
their rhetoric but for their horse- 
sense simplicity and directness. It's 
a home town product, and it tells him 
what he wants to know about his 


job and the plant where he works 


c. E. McIntire . . his hard work 
makes easy reading... 


® IF you pon T get the local flavor 
then there’s something wrong with 
he taste 

The industrial editor today who 


relies upon the mass production 


handout to sell the company’s em- 
ployes is denying them their right to 
wal level conversation. In addition 
to that, he can conceivably be boring 
them stiff 

In the field of publications for em- 


pioyes The 


holds a high place. It has some ad- 


Ar m-co-operator - 


antage in that the policies of the 


ompar itself are progressive and 


far-seeing, but the publication is dis- 


tinguished for reasons of its own. 
It is pictorial because people like pic- 


tures: it deals in candid style with 


facts; it is written in an informal, 
easy sort of way; it is edited by a 
man who believes that an employe 
publication should inform, interpret 
and entertain, and that it can 

C. E. McIntire, editor of “The 
Arm-co-operator " has covered some 
ground in his 18 years with Armco 
Although most af those years nave 
been spent in personnel and public 
relations work, he worked in the 
nill, too. He has sweated with the 
labor gang in repairing open hearth 
furnaces. He has taken his turn at 
shift work, where a fellow labors at 
night and sleeps in the daytime. He 
worked in the plant hospital, wrote 
a plant newsletter every week for 
six years, gathered a full page of em- 
ploye news for a local newspapet 
every week for three years, and pub- 
licized community and employe 
events as a steady diet 

MclIntire’s 


employes is 


philosophy about 


reaching straightfor- 
ward. He points out that neither he 
nor his associates are trying to be 
Together they are 


trying to make the story of a com- 


smart or clever 


pany clear and interesting. In the 
book of industrial relations, McIntire 
lively 


and his colleagues write a 


chapter! 





appeais to his patri- 
Ss presumed to be 
no attempts to 
he is presumed 

} 


> De inteill So long as he reads 


newsletter, he is in the know 


and he ts well aware 


The first plant newsletter was is- 


sued about 12 years ago: within a 


year, most of the other large Armco 
plants were also issuing one regular- 


y Me r 


receive a newsletter also. Each news- 


n the company’s coal mines 
letter differs from the others, as 
be expected when written by 
authors at different loca- 

all have the same 

basic objective: to tell the employe 
the answers to the questions he 
vould ask if he were to have a lei- 
half hour’s conversation with 


plant manager The 


would want to know about the things 


employe 


affect his job, and the newsletter: 


The company publication for em- 
“The 


mentioned earlier is a Life-size, 


ployes Arm-co-operator” 
picture-type publication done in off- 
set lithography, with a monthly cir- 
culation of some 23,000 in roughly 
100 different communities. As op- 
posed to the local plant newsletter, 
which confines its information large- 


ly to local plant matters, the maga- 


zine provides the company-wide pic- 


ture 


A Survey . . by Opinion Research 
Corp. gave the journal a heartening 
bill of health. The magazine has an 
informal, pictorial flavor, with a 
heavy emphasis on human interest 
It covers the news of company re- 
search and expansion. It is the means 
of rewarding and publicizing the 
achievements of groups and indi- 
vidual employes 
, 


The magazine tells the employe 


reader about some of the interesting 











On your products, distributor's trucks, dealer windows, counters — 
wherever free space exists, PF decals deliver brand name impact, 


turn product identification into sales! 


learn new ways... 


for PF decals to sell your products. See the brilliant color 
reproduction, the ease of application of PF decals. Send today 
for the 16-page booklet, DECAL-WAYS TO SALES, plus 
samples of PF decals. Remember, they're tailormade — special 
PF decals can be designed for best service on your products. 


art services, consultations and 
estimates without obligation 


Write Poim, Fechteler & Co., 220 W. 42nd St., New York 18, N. Y., Dept. im 


PALM, PEGHTELER & GO. 


NEW YORK - LIVERPOOL, OHIO + CHICAGO 








It's good for your publica- 


Show-How 


Capitalize on the sales-power of 


tion advertising 


Z product 


eal pages provide 


showroom” — for better disp 


more 


is the exclusive 


ing 


leaf system of ca 


loose- 
producer of Protecto-Process ca 


originator of the 


leaf 


loose- 


»- Process 


more years of servic 


give 


covers 


THE HEINN COMPANY 


326 WEST FLORIDA STREET 


MILWAUKEE 


WISCONSIN 


4, 


ORIGINATORS OF THE Loese-Leaf SYSTEM OF CATALOGING 


things that go on in other plants of 
his company. He learns that Armco 
extends beyond his pickle tank or his 
open hearth furnace, or his mine or 
river boat. He reads of Armco peo- 
ple in other lands who work under 
the same company banner as he does 
He gets to see the policies of his com- 
pany as they operate in many places 
He becomes better acquainted with 
his company’s officers by seeing thei: 
pictures and sharing with them thei 
philosophies and ideas. The company 
looks upon the magazine as the com- 
mon meeting ground 

The back page of “The Arm-co- 


operator” has attracted national at- 


FRAME 

ISA 
CAPITALIST, 
100 





tention because it utilizes a novel 
technique in presenting “heavy” eco- 
nomic subjects to employes in a 
clear, understandable manner. These 
1945, and 
have been carried consistently ever 
since the first one hit the bull’s-eye 

Although the back page “ads” have 
a national economic flavor, they al- 
ways have a local pitch. To convey 


the story of capitalism, the publica- 


features were begun in 


tion drafted a local waste paper col- 
lector, and pointed out that “Frank 
is a capitalist, too.” To tell the story 
of capital investment, the magazine 
treated the theme in terms of a small 
boy in a baseball suit who will need 
$10,000 to get a job..the approxi- 
mate amount required in capital in- 
vestment to put him to work 

To point up the importance of the 


stockholder, the periodical once re- 
ads, in 
which of- 
fered a job if he could furnish his 


produced some imaginary 


a railroad engineer was 


own locomotive, and other similar 


opportunities were made available, 
with the single hitch that the appli- 
cant furnish his own furnace, his own 
lathe. (The Reader's Digest 


that for its “advertising cum laude”) 


cited 


Many publications 
have reproduced Armco “ads” and 
a booklet of reprints will shortly 
be available to anyone interested in 
But, Armco points 
out, the messages are directed not 
primarily to the public. but to the 
He is the one the 
company wants to reach 

Some of the unwritten rules used 
to guide the efforts of the admen in 


and services 


asking for one 


man in the mill 


Armco’s public relations department 
might be put something like this: 


s If the employe doesn’t understand 
the message, it’s our fault, not his 


® Discuss matters that concern an 
employe’s job, rather than flag-wav- 
ing generalities 


® Profits are something that every 
employe should be proud of, but just 
saying so is of little value unless you 
understandable 


point out why, in 


terms 

® Always address the message to an 
individual employe, his famiiy, or 
both. We are talking to the individual 


reader, not readers as a group 


® When we use words that are at, or 
above, the high school level, we are 
inviting a great many people to skip 
the whole article 


® Pictures of the Capitol building at 
Washington, and Old Glory flying in 
the breeze, may be inspiring. But 
they hardly explain much about the 
economics of the free enterprise sys- 


tem 


® There is nothing about our Ameri- 
can economic system that we have to 
apologize for. Use your own cumpa- 
ny to show how the American way 
benefits the 1eader 

These principles guide the com- 
pany in the building and selection of 
allied devices of communication 
the plant bulletin boards, the infor- 
mation racks filled with instructive 
and readable information, the infor- 


ntinued nm page : 
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Inside IEN this month 





Front-Page Flashes 


Run a gasoline engine indoors and 
you may run into trouble . . . but 
not if you replace the muffler with 
the new Oxy-Catalyst exhaust unit 
that converts carbon monoxide into 
harmless carbon dioxide . ... A new 
type of spray painting device de 
livers the paint through nozzles 
without air-atomizing it, quite an 
advantage on the production line. 


Ads that are Useful 


We wish advertisers could realize 
the power of useful product infor 
mation in the form of booklets, 
catalogs, instructions, unselfishly 
assembled and offered to industry 
through advertisements. Something 
like 10,000 reader inquiries pass 
through this office every month, 
and we know what we are talking 
about when we say that the best 
pulling advertisements are those 
that take themselves out of com- 
petition by the simple, obvious de 
vice of offering customers some- 
thing they want and need. This 
kind of advertising is important. 
especially when a product may be 
temporarily oversold. For useful 
facts and specific suggestions along 
this line, see your IEN repre 


sentative 


NB 


BRANCH OFFICES 
BOSTON 
CHICAGO 
CLEVELAND 
DETROIT 
LOS ANGELES 
PHILADELPHIA 
PITTSBURGH 
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Who would you pick 
as the key specifiers and buyers for industry? 


In round numbers 14,000,000 people are employed 
in the nation’s industrial plants. How would you go about 
picking the 60,000 who are most influential in specifying and 


buying equipment, parts, materials, in all industries? 


Industrial Equipment News found the answer, back in 1933, 
and has been perfecting it ever since. Like many solutions, 


the principle was simple enough, once you got it. 


The answer was to publish a product information service 
of particular value to the men whose job it is 
to specify and buy for industry, then let these men 


select themselves by requesting this publishing service! 


That is why Industrial Equipment News was founded and 
that is the reason for its successful growth. 
Affiliation with Thomas’ Register of American Manufacturers 
enables [EN to select the most active plants, 
and access to the daily TR reports keeps TIEN up to the minute 
on changes in industry. In addition, superior editing 
has made IEN a must for the men who specify and buy— 
generally speaking the top operating, engineering and production 


men, regardless of their specific titles. 


Proof of success is that over 92% of IEN circulation 
is by reader request, a fact that is also strong evidence 


that Industrial Equipment News is 


GOOD for Selling because USED for Buying 


INDUSTRIAL EQUIPMENT NEWS 


INDUSTRY'S ORIGINAL PRODUCT INFORMATION SERVICE 


THOMAS PUBLISHING COMPANY 
461 EIGHTH AVENUE, NEW YORK, N. Y. 





The Super-Market In the find of America 's Industrial Future mation that comes by word of mouth 


- . from supervisors, and the meetings 
(B) Courthouse Bldg. Alts.—New Roads, (C) Schools—Sli 


La—Pointe Coupee Parish Police Jury, Parish School B In some respects Armco appears 
New Roads, La. % Pres., owner; Nolan, owner ~ ale 

Norman & Nolan, Queen & Crescent Bidg_.By to be the “meetin’est” company on 
=. ——- a. ag taking bi earth. President Sebald makes regu- 
const. alts., repairs, replac 
to present 2-sty « 1 
of ) for the men to gather either in the 


lar trips to the plants. He arranges 


plant, or in some large local building 
such as the high school. He talks to 
them, tells them what plans the com- 
pany has for the future of the com- 
‘ 7,300; Boga- : 
Bernard & Byrd, pany and of their particular plant 


He tells them of any improvements, 





ake how much the improvements cost, 


" - Is 
— éé 1” ~ and why the money is being spent 
. m He is not talking, understand, to a 
uon ‘ An 
As Important side ». with Two “IF’S” small group of chief supervisors . . he 
— - is talking to all the men and women 
to Contractors sell the construction in that plant whom his amplified 

; fiel f e interested 
as the Stock Market Gauge the SIX-STATE A ea. shown voice can reach 

p is ¢ ’ ee aA Eo dhs In one town recently, Armco’s 
age ts 70 week CONSTRUCTION - president spoke to two groups of em- 
blishes bids wanted 


Brokers! contract rded, major co : ployes at the high school auditorium 


Theaters. : as > a oo c on separate nights: there was not 
er, Preret @ ot., New 99 issues $ CONSTRU< ' , * . 
Orleans, arch - » theater on C NEWS MONTHLY, containing room enough for all of them at one 
Downman Rd., er builds; est. cost $40 illustrated news it jobs 
personal items and ADVERTIS 
MENTS This issue looked d newspaper of an expansion program 
o e § eagerly ind is roughly 
This important business read by contractors, engineers in any Armco plant, the chances are 
irchitects wmnd public of tals y . " 
news INSURES Ps concerned v local « nstr a ' better than good that he has already 


tion 


E Zz i, tie! 7 Diueetionss enh enmnateet Gite heard all about it directly from his 
ve 
Ager . sider C.N.M.! It's a “MUST plant management 


that shouldn't be MISSED! 


sitting. When an employe reads in his 








That simple doctrine is just good, 
Talbot, New Orleans, owner; Diboll-Kessels t 


& Assoc., New Orleans, archts.; plans in basic public relations. Other officers 
progress; erect three 2-sty. duplexes in New Parish C SartneUsS of brk., stone trim, conc 
(Wwieene ect enet nat etated fr ennet erat esnn nnn of the company are meeting with 


OVER 6300 READERS employes, individually and in groups 
Send for a copy of publication, complete data, list of regular advertisers, e 





almost continuously. This is in the 

4e@ @) Ni S T a T ] } tradition of Charles R. Hook, Sr., 

U Cc @] N and of the company's founder, 

George M. Verity. whose main in- 
terests were always pe yple 

You can’t sum it up any bette: 


than by requoting Charles Hook be- 


Reporting 
CONSTRUCTION ACTIVITIES fore the audience of his business as- 


tn Obieh —— eat i. sociates: “I have great confidence in 
n iahoma, Eastern ssour 

4 the intelligence of the American 
Arkansas, Western Tennessee, 


Mississippi and Lowisiana worker. He is anxious to do the right 





thing, and he will if he understands 


ee on ee a 


the facts.” 





Oliver A. DeCelle., 


For Up-to-the-Minute Market and Media Data 
use your 


new 1951 edition of the Eldon E. Fox 


MARKET DATA NUMBER, 
INDUSTRIAL MARKETING 

















find j 
IC Pays to use MacRae’s 





”MacRae’s Blue Book 


18 EAST HURON STREET + CHICAGO 11, ILLINOIS 











SALES 
IMPACT 


Really COUNTS! 


MILK PLANT MONTHLY’'S sales impact 
penetrates to the very core of this $10 
BILLION per year industry which 
processes some 120 BILLION pounds of 
milk annually 


The total purchases of equipment and 
supplies to keep this vast industry roll 
ing is in excess of $400,000,000 yearly 

MILK PLANT MONTHLY is your 
Open Door” to this vast Market 


MILK PLANT MONTHLY’S pages are 
brim full of timely articles by the pre 
eminent dairy experts of the World 

Its editorial content stands head and 
shoulders above any other Dairy pub 
lication 


MILK PLANT MONTHLY publishes cach 
month, milk prices as issued monthly 
by the U. S. Department of Agriculture 
Also MILK PLANT MONTHLY issues 
complete, up-to-the-minute reports on 
new patents affecting the Milk Industry 


Another exclusive department is “Ab 
stracts of Hecent Literature” from dairy 
papers all over the World 
The QUESTIONS & ANSWERS depart 
is another one of the many valu 
services rendered FREE to sub 
scribers this accounts, in large 
measure, for the high percentage of sub 
scription renewals 
Over the years, through service to its 
readers, MILK PLANT MONTHLY has 
gained and held their complete confi 
denee No better Medium exists, 
through which to successfully present 
your product or service to the men who 
specify and buy without run-a-round 
Those who initiate and recommend 
Those who are entrusted with mak 
ing YOUR product work and pay out! 
tensult your nivertising agency, of 
write today for detailed information and 
sample copy 


Established 1912 


A.B.C. Audited Since 1929 


327 South LaSalle Street 
Chicago 4, Illinois 





Canadian 


volume 





advertising 


in business papers 


Linage of 81 publications . . up 1.6°% in 1950 


® ADVERTISING volume of 81 Canadian 
business papers increased 1.6% in 
1950. from 44,442 pages in 1949 to 
45,156 pages in 1950. Publications 


Complete year / 1950 


gained as follows: 26 industrial pa- 
or 457 pages; 36 trade 
or 103 pages; 19 


pers, up 2.6° 
publications, up 0.6 
class papers, up 154 pages or 1.5% 


Page 
Change 





0,216 
_ Grand Total 45.156 


ac 
+ 40 


s +154 


44,442 ea 6=Esrlti 6 





pages 

Industrial group 1950 1949 
British Columbia Lumberman 978 1204 
Canadian Aviation *508 "523 
Canadian Chemistry 

& Process Industries "598 
Canadian Fisherman 291 
Canadian Food Industries *435 
Canadian Industrial Equip 

ment News (9'.x12%,) B 350 
Canadian Machinery 

& Manufacturing News 1811 
Canadian Metals *216 
Canadian Mining Journal *1091 
Canadian Printer 

& Publisher 5 "524 
Canadian Shipping & Marine 

Engineering News q 333 
Canadian Refrigeration 

Journal 
Canadian Textile Journal 

(bi-w.) 
Canadian Transportation 
Civic Administration 
Engineering Journal 
Fur Trade Journal of Canada 
Industrial Canada 
Laundry & Dry Cleaning 

Journal of Canada 
Modern Power & 

Engineering 
Plant Administration 
Pulp & Paper Magazine 

of Canada‘ 
Precambrian 
Shipping Register 

& Shipbuilder 
Timber of Canada 
Western Fisheries 


Total 


Trade group 
Canadian Automotive Trade 
Canadian Beverage 
Review (bi-mo 
Canadian Dairy 
& Ice Cream Journal 
Canadian Diesel Power 
& Traction (bi-mo.) 
Canadian Farm Implements 
Canadian Grocer (semi-mo 
Canadian Milling & Feed 
Canadian Paint 
& Varnish Magazine 
Canadian Phamaceutical 
Journal (semi-mo.) 
Canadian Stationer 
Canadian Welder, Black 
smith & Repairman 
Detaillant, Le en Plomberie 
Et Chauffage 
Detaillant, Le en Produits 
limentaires 
Detaillant, Le en 
Quincaillerie 
Drug Merchandising 
(semi-mo 
Electrical Digest 
Garage Operator 
General Merchant of Canada 
Gift Buyer 


Trade group 
Hardware & Metal (bi-w.) 
L'Automobile 
Leather World 
L'Epicier 
Maritime Merchant 
Men's Wear of Canada 
(8-5/16x12) 
Motor in Canada 
Painting & Decorating 
Contractor 
Prarie Lumberman 
Prix Courant 
Quill & Quire (6x9) 
Radio-Television 
& Appliance Sales 73 
Revue- Moteur 431 
Sanitary Engineer, Plumber 
& Steamfitter of Canada 536 
Style (10'4x15) (bi-w.) *329 
Storage & Distribution 166 
Winnipeg & Western Grocer 378 


S868 
e828 


63,x10 


gags #2 
SHEEN BE z 


& 


Total 16.646 


ges 

Class group iso. 
Bus & Truck Transport 

in Canada 897 
Canadian Advertising 

(8'4x10%,) (quarterly 472 
Canadian Business 781 
Canadian Doctor (4' x6", 613 
Canadian Hospital 695 
Canadian Hotel Review 
Canadian Journal of 

Comparative Medicine & 

Veterinary Science (5x7', 
Canadian Medical Associa 

tion Journal (67,x9%, *1078 
Canadian Packaging® 
Canadian Trade Abroad 
Financial Post (16',x213, (w 
Journal of the Canadian 

Dental Association (5x8) 
Journal Royal Architectural 

Institute of Canada 801 
Life Underwriter News 118 
Marketing (8'2x12',) (w.) *821 
Modern Medicine of Canada 

(4° 4x64) 528 

Health (4'4x6', 516 

Western Municipal News 

(6794x9'» 137 
School Progress (quarterly) 189 191 


Total 10.216 610,062 


Unless otherwise noted, all publications 
are monthlies with 7x10 type page 

*Includes classified advertising 

December figures estimated 

10 issues in 1949; first issue in April, 1949 

Includes advertising from Canadian manu 
facturers only 

‘13 issues annually 

3 issues in 1949 

14 issues in 1950 due to changeover from 
semi-mo. to monthly publication 

Figures exclusive of warehousemens 
directory 


7 issues in 1949 
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Meet a magazine 
audience 
face - to - face! 


_— can an advertiser meet the readers of 


a publication face-to-face, and find out for himself 


their product interests. 


At the Radio Engineering Show, however, advertisers in “Proceed- 
ings of the LR.E.” and the IRE DIRECTORY meet more than 6000 
IRE members and complete the cycle of product promotion and 
product reference selling with actual “product presentation” — the 
balanced promotion package. 


Product Promotion Product Reference 


To seek out “the man who writes the specs”, to find Just as the monthly magazine does a promotion 
him, tell him and sell him, is the product promotion job, so the IRE DIRECTORY does a product refer- 
job of “Proceedings of the LR.E.” ence job. The annual IRE DIRECTORY is a three- 
way service volume of 712 pages of indexes to men, 


The design engineer shapes the course of volume 


buying, long before you can determine that the firm firms and products. 114” thick, weighing three and a 


. . i ’ » 1950 issue i » most comprehensive 
is a prospect for your components, instruments or half pounds, the 1950 issue is the most comy 


materials. The most effective selling you can do is in fact book ever published for the industry. Its hig 


the PRE-SPECIFICATION PERIOD when your prod- 


uct story may mold the actual specifications. Just like 


speed method of fundamental product classifications 
saves time and channels the user right to the adver- 


. - isi itse ‘ » . te gs infor- 
anybody else, an engineer buys and specifies what he tising itself as the most complete and usable inf 


knows the most about it is your job to give him the mation. 


facts, in the magazine he reads. It is characteristic of the radio-electronic engineer 

19.049 qualified, member engineers read the “Pro- that he is a user of reference material. He knows how 
ceedings of the LR.E.” It is edited by engineers, for to look up information, and uses it if he has it. From 
engineers, in their own working language. Advertising small product ad to complete catalog insert, you can 
in this magazine reaches the product designing engi- have your facts permanently filed where he can get 
neer in his own sourcebook of engineering research them quickly, if you advertise in his “product refer- 
information. You can reach the radio-electronic de- ence” book. Here again, you can meet and study this 


sign man economically and effectively in this journal. audience, face-to-face at the Radio Engineering Show. 


Admission by invitation only, write Mr. Wm. C. Copp for yours. 


THE INSTITUTE OF RADIO ENGINEERS 


Established 1913 





A Balanced Promotion Package 
“Proceedings of the LR.E.” The IRE Directory 
The Radio Engineering Show 


303 WEST 42nd STREET, NEW YORK 18, N. Y. 
Circle 63026 
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Employe Clubs 





keep on liking it. Within hours of the 
opening the place was bursting at the 
door-frames; the people flocked to 
it and took it to their bosoms. A so 
cial calendar was unfolded that 
would leave a debutante crumpled 
with fatigue, and ever since there has 
been a steady whirl of social activity 
and en- 


suggested by, developed by 


joyed by employes and their tamilies 


Employes, Pay as You Go. . There 


is a belief rather well supported 
too that employes appreciate more 
the things they pay for. If they get it 
to! nothing its value declines. Ac- 


ACM employe-me m- 


such club privileges as 


cordingly the 
bers pay tol 
bowling and, of course or re 


freshments on a nominal basis 


The slight tariff is enough, however 


to support the average employes 


viction that the place belongs to 


and that he'd darned well bet 
ter take care of it 
And take care of it he does. The 
unwritten code provides strict un- 
vritten penalties for the miner who 
gets careless with his ashes yr the 
ud on his boots. The place IS as neat 
w dollar, and the emploves 
* to it tha: it stays that way. The 
greatest mu.e testimonial is to be 
found in the men's washroom, where 
the walls remain unembarrassed by 


mark has ever 


Kilroy may have 


scribblings. Not a 
Deen made there 
sited the place, but he left no mes- 
sage 

The same general pattern of oper- 
the clubs 


Anaconda and at Great 


on has been set up for 
at nearby 
Falls. (If you're a member of one 
you have 


guest privileges at the 


other two). At the smelter city, An- 


aconda, the town turned out in a 


body on opening night, for an affair 
no less glittering than the best Holly- 
“ od pren ere 

Proof of the pudding is the en- 


From 


you expect a Low of approval 


t members 


thusiasn Oo club 
then 
instead, a gusher 


Will such gestures of 


smooth out the difficulties that arise 


and get 


good will 


between any management group and 
its employes? Is the employe club the 


preventive of strikes and other forms 


Which ad 


got the highest 


Below is 

the answer 

to the problem 
on page 100. 


Starch score? 


® Sylvania offered the evidence of 
the company’s own tests to show that 
Sylvania fluorescent tubes lasted 
50°; longer than the company’s two 
The size of that 


50° figure and the fact that the tests 


leading competitors 


were subject to company bias may 


have reduced believability of the 
And the unrelated il- 


lustration of ducks didn’t bring as 


Sylvania ad 


high a Noted rating as GE’s 
General Electric's theme, told sim- 
ply and directly, probably spelled 
the difference in scores. GE copy 
explained that labor costs of chang- 
ing burnt-out lamps were often 
higher than the cost of the lamps. . 
and offered a plan to cut the labor 
costs. The theme picked up power by 


being different, specific, believable 


The ad at left. below (General Electric), was best read, as shown by these scores. 


General Electric 


Seen 


Noted Assoc. 


Sylvania 











Redes mavmtren © wade tes ( mts nats’ lmprocys appearemes, 
(eters mare light for vonr mmemwee’ 


FREE, INFORMATIVE LITERATURE 


Yee com pat peer cepa 


GENERAL @@ ELECTRIC 








of industrial unrest, and will it tempt 


management and labor to stroll se- 


renely down life’s primrose path 


hand in hand”? Probably not, and no- 


body in his right mind expects it to 


But the recreational outlet for em- 
ployes provided by such a club can 
supply a comfortable climate, and in 
it good feeling and good friendship 


are encouraged to prosper 
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Editors forecast 


sontinued from page 35 





pipe, terra cotta, roofing tile and 
quarry tile should see its best years 
since the war. The industry has 
been working at capacity for the last 
three years but now it must move 
into expansion because of the pres- 
sure of demands. Those demands 
are a result of the second phase of 
this building boom. 

The second phase of a building 
boom means the erection of large 
structures such as hospitals, 
churches, schools, apartment build- 
ings, office buildings and factories. 
Our belief is that the industry over 
the next three years will have to ex- 


pand about 50°. 


Practical Builder 
James M. Lange, editor 
@ The light construction industry 
should, barring an all-out war, en- 
joy a good year in 1951. Not as huge 
Ath : a year as 1950, to be sure, but a 
foro cece dul ering cmp, | Sole of 2% i than that wold 
those plants which comprise 80% of the potential market! -— of ~ oe 
. years in the industry's history. New 
residential construction, in terms of 
dwelling units, may be off 35 to 
40% from the record 1,400,000 non- 
farm units reported started in 1950. 
Yet, at around 850,000 units, that 
would produce one of the largest 
home building years on record. 
Large speculative home building 
projects will be fewer and smaller, 
with custom building coming back 
2.5) stronger. 
“Wit ous egnctad Go of quer 7280 hey ean . Light commercial construction may 
and identity dhoun Guan Gor bath geen be off about 10%, while industrial 
ee ee es =! building volume should hold at the 
1950 level or do better, especially if 
the war effort should be accelerated. 
Institutional construction should 
hold to the 1950 level. 





Coal 


FOR DETAILED INFORMATION ON 
Coal Age 


85 INDUSTRIAL and TRADE MARKETS tadieg ‘ atin of bituminous and an- 


thracite coal will be substantially 
SEE YOUR NEW higher in 1951, reflecting in part in- 
creased defense activity and a 
1951 MARKET DATA NUMBER strengthening of coal’s position as a 

’ fuel in the industrial and utility 
fields 


INDUSTRIAL MARKETING Compared to the expected total of 


510,000,000 tons in 1950, bituminous 
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SCOPE AND OBJECTIVE 


Established in 1929, the Journal f the 

Institute is the prim 

the concrete engineering, con 
research fields The ofthcial 
the non-profit n-partisan, 
erican Concrete Institut t 


! 


vides a clearing house f 
" 
Ic 


1 data experiem 


ttee 
ttec 


practi 
to serve 
engineeril 
lesign 
testing and 
f the mater 
ved i all thes 
It is published 
ligest size \ 


und August 


READERS 


Key executives, with power t 
largest construct 
country, are reader 

Members f ACI 
concrete enginmeetit 
esearch fields. They 
ilders 


scientists, contractors, educat 


engineers Du 


viding leadership at their var 
group tc 
specialists Comprise 

Their acceptance of new 


ipment goes a long 


thly selective 


iaterials and 
to blishine general entas by 
ware estaDiisning genera ac ptance y 
the entire industry, government agencies 
industrial utilities and all 
those concerned with better concret Their 


decisions influence the decisions of the vast 


corporations, 


Reaches KEY Executives 

Who SPECIFY and BUY 

For Americas LARGEST 
CONSTRUCTION 


Organizations 


umber of buyers wh 


ok to ACI 


bers for technical guidance 


MARKET 


1CI Journal readers represent a huge mar 


materials and special 


ket for the tools 

services boug or private and public con 

truction projects. They buy cement; ag 

gregates; ready-mixed concrete; steel reit 
j 


constructior and paving 


’ 
forcing; testing 
equipment, masonry units, admixtures air 
entraining and plasticizing agents; vibratior 
und block machines: form linings; mixing 
plants; cement handling equipment 

ther products, equip 
ACI Journal 


t the nation’s 


tools 


sting screens; many 
nt, supplies Th will bean 
essage directly a 
ind users of ¢ cret n 


products 


EDITORIAL SERVICES 


Articles in the ACI Journal are written 
f permanent 


and dy experts They are 
value amd are read, filed and saved 
constant reference. In each of the 10 tissues 
un average of 85 pages is devoted to tect 
nical articles and 32 pages to news and 
review of current happenings. Topics cov 
ered include research, design, construction 
standards and 


naintenance, manufacture 


others. Representative articles include 

““Deta on Air Entrainment with Recommended 
Procedures" 

“Plastic Flow of Concrete at High Overload" 

*"Fects on Concrete Floor Finishing’ 
“An Ultrasonic Method of Studying Deteriora- 
tion and Cracking in Concrete Structures’ 
“Manufacture of Reinforced Foam Concrete 
Roof Siabs** 

“Use of Portiond Pozzolan Cement by the 
Bureau of Reclamation" 

“Resistance of Concrete ond Protective Coat- 
ings to Forces of Cavitation’ 


“"Vecuum Processes Applied to Precast Con- 
crete Houses" 

Of added especial significance to the concrete 

engineering field is the AC! 20-Yeor 

providing 10,000 index items to find th 

of a thousand technical papers, each | 

cise summary in the period 1929-49. 


CIRCULATION 


ACI Journal circulation, as of July 31, 1950 
is 6,273. Over 5,200 copies go to members 
of the American Concrete Institute. Non 
members, who are paid subscribers, pay 
$10 a year tor the 10 issues of the AC/ 
Journal, These are sworn figures 





REPRESENTATIVE 
ADVERTISERS WHO ARE 


Finding the ACI Journal Heipful 
In Selling This Market 


Baldwin Locomotive Works, The 

Behien Manufacturing Co 

Besser Manufacturing Co 

Bethlehem Steel Co 

Chain Belt Co 

Chicago Pneumatic Too! Co 

Continental Motors Corp 

Dewey and Aimy Chemica! Co 

Electric Tamper & Equipment Co 

Flexible Road Joint Machine Co 

Heltze! Stee! Form & Iron Co 

Inland Steel Company 

Intrusion-Prepokt, Inc., Prepakt Concrete 
Co 

Johnson Company, The C. S$ 

Kelley Electric Machine Co 

Lone Star Cement Corp 

Raymond Concrete Pile Co 

Roberts and Schaefer Co 

Sika Chemical Corporation 

Solvay Sales Division, Allied Chemical & 
Dye Corp 

Techkote Company, The 

U. S. Steel Corp 

Vannier Co., inc., The 

Williams Form Engineering Corp 











JOURNAL of the AMERICAN CONCRETE INSTITUTE 


Prime Authority on Concrete Engineering, Construction, Research 


18263 W. McNichols Road 3 


Detroit 19, Mich. 





OVER 
30,000 


Purchasing and management erx- 
ecutives — who directly control 
or influence purchases of metals, 
equipment, and machinery — are 
regularly reading, 5 days each 


week, over 


11,250 


Paid Subscriber Copies 


Subscriptions $20 per annum 


American Metal Market 


Daily Since 1899 
18 Cliff St.. New York 7, N. Y. 


REFRIGERATING 
ENGINEERING... 


HAVE SOME 
LIMBURGER! 


Refrigeration keeps cheese 
from getting too ripe. The 
original equipment manufac 
turers in refrigeration itself 
(and air conditioning too) are 
a ripe $3,000,000,000 market 
overlooked by many sup 
pliers of raw materials and 
component parts, Want to 
‘mouse-trap” some attractive 


orders? 


Let us give you the sell-story. 


WRITE TODAY! 


Refrigerating 
Engineering 
The American Society of 

Refrigerating 
40 W. 40th St, New York 16, N.Y. 


ntinued from page 130 
output in 1951 should reach or ex- 
ceéd 535,000,000 to 540,000,000 tons— 
an increase of 5%. Anthracite will 
show an increase, which may be 
substantial if normal cold weather 
prevails. Mine prices will firm 
slightly in 1951, but no major in- 
creases are in sight, unless adjust- 
ments grow out of the new wage 
agreements to be expected next 
year 

Expenditures in 1951 for operating 
materials and supplies should ex- 
ceed $350,000,000. Capital expendi- 
tures for new mines, new plants and 
new equipment should exceed $250,- 
000,000. 


Chemicals 


Chemical & Engineering News 


® The chemical industry currently 
is operating at the highest level in 
history. Buyers are endeavoring to 
build reasonable inventories. The 
present high rate of manufacture in 
the chemical and chemical process 
industries is such that the accumu- 
lation of large stocks of chemicals 
and raw materials is impossible 

With but one or two possible ex- 
ceptions, all industries consuming 
industrial chemicals are expected to 
step up demands in 1951. In many 
items the scramble for deliveries 
will be a grim reminder of the first 
year or two of World War Il. We 
may see drastic government controls 
early in 1951 

Many chemicals are critically short, 
notably benzene, chlorine, sulfur, al- 
kalies, industrial alcohol, etc. Par- 
ticularly critical is the benzene 
shortage and emergency measures 
must be taken to produce additional 
quantities from petroleum. Con- 
struction and renovation of plants 
will probably reach a new high 
Serious shortages of professional 


employes are inevitable 
Chemical Industries 


® In 1951, expansion of the chemical 
process industries will be acceler- 
ated. Capital spending for equip- 
ment and materials may reach $3 
billion and production, at a $40 bil- 
lion annual rate for the past several 
months, will continue to gain. 
Forecasters are predicting a 70 

increase by 1960. Industrial chemi- 
cal prices are climbing at a 3% 


monthly rate and consumption is up 
10% over previous record levels. A 
2-3% monthly price gain should 
continue. 

Chemicals and raw materials are 
in short supply and capacities will 
be expanded. Basic chemicals like 
chlorine, the alkalies, benzene and 
glycerine are already under govern- 
ment controls..others will follow 
soon. Important new products will 
appear in the fields of synthetic 
fibers, plastics, agricultural chemi- 
cals, medicinals and petrochemicals 


Electrical 
Electrical World 


® In 1951 the electric utilities will set 
a new record for construction. The 
sales increase record of 1950 
amounting to around 13% over 1949 
will be duplicated in 1951. Private 
power companies will spend around 
$2.7 billion dollars compared with 
2.5 billion in 1950 Other utilities 
will spend an additional $500,000,000 

It is expected that ample critical 
material will be allocated to the 
electrical industry. In turn, utilities 
will install new capacity to assure 
adequate power for all civilian as 
well as military needs. Industrial 
vse of electricity is running from 
20% to 25° over a year ago. It is 
expected that this market will con- 
tinue to expand 

Sales of electric appliances will be 
down from 25% and 50°. Home 
construction will decrease to a simi- 
lar extent. These factors will reduce 
the growth in residential use which 
has been running as high as 14 
over 1949. 


Electrical Manufacturing 
® Forecast highlights in electrical 
manufacturing (which cuts across 
1,800 products in 30 major groups) 

Electric motors: Sales up 20° 
over 1950. Machine tools: Produc- 
tion at least doubled, sparked by 
present heavy automotive retooling 
orders and with the big rearmament 
business coming. Radio and tele- 
sion: Off 35 and 45% 
because of materials shortages and 


respectively, 


some decline in consumer demand. 
Househoid appliances: Sharp cut- 
backs in the offing, result of materi- 
als scarcities, but first-quarter out- 


page 146 
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DY OF CHEMICAL ENGINEERING 


SF 
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“NEXT YEAR, WITH /& PAGES, WE ARE MORE THAN DOUBLING OUR 
space INCHEMICAL ENGINEERING” Says HAROLD M. 
PRESIDENT, SPROUT W. COQ INC., MUNCY, PA. 


“RESULTS OF THE ADVERT/SING RESEARCH FOUNDATION'S STUDY 
CONFIRM C.E.'S READERSHIP AND ITS VALUE AS AN ADVERTISING 
MEDIUM FOR OUR PROCESSING AND MATERIALS HANDLING EQUIPMENT. ” 








THE RIGHT COMBINATION 4 
..1O REACH REAL BUYING INFLUENCES 
THe AR.F STUDY suowen 77% 
OF C.E.S READERS ” 
BUY, RECOMMEND OR 
INFLUENCE THE PURCHASE * 

OF EQUIPMENT. MATERIALS + 

AND SUPPLIES. 


— f ~ 


HIGHEST RANKING SURVEYED 

ADS WERE DISTRIBUTED 

THROUGHOUT THE BOOK. 
YOU GET 





READERSHIP 
ANYWHERE IN 


CHEMICAL 
ENGINEERING 











INCREASE THEIR 
EFFECTIVENESS 
AND GIVE THEM 
MORE TIME FOR (> 
DIRECT SELLING. SSN 
IN 1951, USE 
EMICAL ENGINEERING, 
THE MAGAZINE WITH THE 
PROVEN READERSHIP 














CWwWs 


of industrial sales and advertising 





1951 ad volume will hold.. Bund 


Advertising’s big job will be Selling that idea to the public is 
tal function that not only will be 


selling sacrifice to American 
vindication, but 


1dvertising s best 


importantiy the out- 


Bund 


public, economist predicts will influence 
the struggle.” Dr 
States clared 

vertising s He predicted that total advertis- 
persuade ng volume will be level or higher in 
or share 1951 and that advertisers will move 
ind conveniences more into institutional advertising to 
ar later, Dr. Henry attract the right kind of labor and the 
Bun ‘ division of manage- right kind of dealers and distribu- 
ent methods, Research Institute of tors. He warned, however, that broad 
America, told members of the Chi- statements about advertising will be 
ago Business Pape rs Association at more difficult because the trends up 
nthly meeting and down will vary more greatly for 
1 that the sacrifice by eve different industries and , different 

| be an absolute prerequi- companies 
a U.S. economic and Painting a black picture of the na- 
will force Jos ibility to mobilize industrial 


ies and manpower for war, Dx 





Cramer Warns Publishers 
Stick to Ad Readership 


® cHIcAGO... Industrial advertisers 
will buy more space in business pa- 
pers when publishers offer more evi- 
dence of advertising readership 
rather than editorial quality, Paul 
Cramer, media director, Griswold- 
Eshleman Advertising Agency, 
Cleveland, declared at a meeting of 
the Chicago Dotted Line Club 

Challenging publishers’ interpre- 
tations of the results of the Advertis- 
ing Research Foundation’s reader- 
ship studies of four business papers, 
Mr. Cramer alleged that readership 
scores had been low for some ads ad- 
jacent to high-scoring editorial ma- 
terial 

“There is nothing much in it for the 
advertiser when a one-page ad 
scores 12°, opposite an editorial page 
scoring 56,” he asserted in a heated 
question-and-answer session 

Replying to a question from the 
floor, he admitted that advertising 
agencies must take part of the blame 
when advertising pulls low reader- 
ship 

Nevertheless, he said, if the pub- 
lisher is to do his best job of space 
selling, he must 

1. “Furnish clear, concise and be- 
lievable data on the advertising, not 
the editorial, effectiveness of his 
publication 

2. “Define and determine the mar- 
ket for his publication 

“To help determine how weil the 
advertising is read, we consider a 
publication’s quality of paper, print- 
ing, color and binding for better visi- 
bility. But our major concern is not 
are you doing a good job but whom 
are you trying to interest 

“In defining the market, the crux 
of the problem is not what the circu- 
lation is or how you get it, but what 


< 
Government 


Industrial Marketing 





HARNESS FOR 6400 HORSES... 


THE 40 ton, 40 foot crankshaft sketched above 
is for a Nordberg 6400 horsepower Diesel Engine. Our 
client, Nordberg Mfg. Co., big name in big Diesels, 
has built the largest Diesel engines in the Western 
Hemisphere—their line includes sizes from 10 to 
9600 horsepower. 

Advertising directed to every corner of the world 
helps keep the name Nordberg at the top of the list 
wherever there is need for Diesel power, mining 
machinery and railway equipment. 

Russell T. Gray, Inc., handles both the domestic and 
export advertising programs of this Milwaukee man- 


ufacturer, draws upon many years of industrial adver- 
tising experience to interpret the values of the widely 


diversified Nordberg line to engineers everywhere. 


If you have industrial products to market, let us tell 


you how we can help. 





RUSSELL T. GRAY, INC. 


205 West Wacker Drive, Chicago 6, Illinois 
Telephone CEntral 6-7750 


e 
ADVERTISING TO BUSINESS, INDUSTRY AND AGRICULTURE SINCE 





135 / January 195! 





Helping 
Business 
Papers 

get more 

business 


One of the leading 
advertising agencies in the creation 
and placement of business paper 
publishers’ advertising in the 


advertising press 


BUSINESS PAPER PROMOTION « ART « LAYOUT 
COPY © PRESENTATIONS © EDITORIAL FORMAT 


Torkel Gundel 


Advertising * 


2 S. DEARBORN ST. CHICAGO 3 


Ideal Mode}$ make them 


Reduce your sales cost multiply your 
salesmen's effectiveness. Plastic models of your 
product, in true scale, strikingly realistic, with 
attention-getting color, give you three dimen- 
sional merchandising impact that clinches sales! 


The Most Valvable Display Space in the 
World is the polm of your prospect's hand. Put 
your product there, using ideal Models as 
selling tools to perform these essential soles 
steps inexpensively: (1) Ploce your product in 
your prospect's hands (2) Assist your prospect 
to visvolize your product filling his needs (3) 
Wlustrate function and styling of your product 
ot the point of sole 


Our new folder shows you how nationally- 
known manufacturers use sales-building Ideal 
Plastic Models and may give you ideas for 
their use. Your free copy is ready — write todoy. 


Representative's inquiries invited 


17251 Moran Ave. 


MODELS COMPANY 





Getting your full share of the 


PACKAGING 
MARKET? 


i 


4 

















MACARON: 
| $61,393,000 

| SPAGHETT : 
|$70,649000 | 


Cereal and flour sales 


ii 


now top $1,177,665,000* __-- 


= | 
"4 


f 
(\ 


.--all packaged goods 


Here's a segment of the food field that 
devours packaging supplies by the carload 
. where mechanization of the packaging 
operation is a must. The men in this field 
are keenly aware of the importance of the 
package in successful merchandising. They 
consistently seek package improvements 
and are proud of every achi*vement that 
helps their product reach the consumer in 
safer, better and more convenient form and 
at less cost. They're wide open for product 
information. Learning about your product 
is part of their job. A new idea, a change 
in a package, often means a competitive 
advantage and money in the bank. 


The pages of Modern Packaging help 
manufacturers of cereals and flour make 
their decisions on packaging materials, de- 
signs, displays, methods and equipment. 
They can carry your sales messages—at a 
very low cost per contact—to these men, 
some of whom your salesmen: 
1. Can't see 
2. Can't see often enough 
3. Don’t even know about. 


And by advertising in Modern Packaging 
regularly you'll be sure to reach these 
prospects at the time they are planning 
new packages, equipment changes, or both. 
Although Modern Packaging reaches pack- 
aging men in the major cereal and flour 
firms that account for the bulk of total in- 
dustry output, this field represents a very 
small segment of its full circulation. The 
total distribution of 16,179 copies, includ- 
ing a net paid readership of 12,771—the 
largest paid circulation in the packaging 
field—gives you packaging buyers in all of 
the 45 industries that package the nation’s 
products. 


*As estimated by Food Topics for 1949. Concensus of forecasts say 1950 sales will top that figure. 


V/s YY 


122-LEast 42nd Street 





MEMBER 
AUDIT BUREAU 
OF CIRCULATIONS 


New York 17, N. Y.+ 





Heating and Ventilating 


Who selects 
VENTILATING 
EQUIPMENT 


For 


INDUSTRIAL 
PLANTS? 


sénswer: 
THE ENGINEERS WHO READ: 


medium for telling your 

» the widely scattered and 

highly specialized Engineers who design 

systems (and specify equipment) for Air 
Conditioning. Heating and Ventilating 

nstallation in modern Indus 

Hospitals, 


Local and 


systems tor 
trial Plants 
Hotels 


Federal Government Buildings 


Offee Buildings 


Schools Institutions 
(including 
military and other buildings. HEATING 
AND VENTILATING brings these Engi 
neers technical information of direct help 
n their daily work and is an effective ad- 
vertising medium for equipment manufac 


turers Interesting hooklet free 


148 Lafayette Street 
New York 13, N. Y. 





IT PAYS 


to advertise 
in a publication 
audience 


where the 


pays to see you... 


See McGraw-Hill advertisement 
on page 161. 





MARKETS AND MEDIA 


For detailed facts on 85 indus- 
trial and trade markets, and 
the publications serving them, 
refer to your copy of Industrial 
Marketing's Market Data Book 
Number. 











Die Cut Cardboard Letters 
For signs, Posters, Displays, Exhibits, 
julletin Boards, etc Popular sizes, 
styles and colors. Write for samples, 
folder and prices 

THE REDIKUT LETTER CO. 


6519 West Bivd. Inglewood 3. Calif. 














How to write a catalog 





The catalog should be equipped to 


relieve the salesma adustributor o1 


home office as much as possible of 


t tl 


the work of bringing the prospect 


ft need to point 


om pont pur- 


chase and if deed (no small 
matter) to eliminate a product from 
consideration when not suitable, thus 
saving correspondence time and in- 


for both buyer and 


terview time 


seller 

In other words: for the seller, who 
seeks markets, a catalog should pro- 
mote action, toward him, on the part 
of the most likely buyers; for the 
buyer, who seeks products, it should 
] compare, select 


The cata- 


log coordinates the two marketing 


ocate 


heip him to 
(or discard) and specify 
activities 

All this suggests a vast difference 
in techniques appropriate to adver- 
tising and cataloging 

You might ask, though, why it 
would not be advantageous at this 
point when the buver is most 
susceptible to present your mes- 
sage in the form of the most persua- 
sive advertising techniques. Here is 


the answer 


Make Comparisons Easy . . Due to 
the fact that selection of products is 
made on a most realistic basis, in- 
comparison of 


volving continuous 


competing products, it is desirable 
that the catalog contain the type of 
information that will make that com- 
parison easy. (This, incidentally, is 
the great contribution of the so- 
called ‘‘pre-filed” catalog, like 
Sweet's it collects “packages” of 
information about eligible products, 


groups them according to product 


relationships, and does its best to 
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“Hospital Management is a ‘Must 
on any Hospital Subscription List” 


? 
Says J. P. RICHARDSON 


Superintendent 


PRESBYTERIAN HOSPITAL 
CHARLOTTE, N. C. 


You Need Both Coverage 
and Readership to Sell the 
Booming Hospital Field! 


One important factor must be considered if you are 
to do an effective selling job in the boc ning hospital 
fieid: Hospital buying is a group operation! You must 
sell both the administrator and the head of the de 
partment using your product 


The importance of HOSPITAL MANAGEMENT in 
this rich field and to you as a selling tool is under- 
scored by letters like the one from Mr. Richardson, 
and the fact that over 88% of hospital administrators 
regularly route HOSPITAL MANAGEMENT to their 
department heads. In HOSPITAL MANAGEMENT you 
get both the coverage and readership that is needed 

the deep penetration to department heads at the 
using, specifying and buying levels 


The hospital field is enjoying an all-time boom— 
with more new hospitals being built and more patients 
cared for than ever before. Construction expenditures 
of $750,000,000 in 1950 will probably be exceeded 
in 1951, because of the key role assigned to hospitals 
n the civilian defense program. Expenditures for 
hospital needs are running at a rate of more than 
$3 billion a year. This is the preferred market in the 
mass consumer field. 


HOSPITAL MANAGEMENT is the preferred publi- 
cation in this preferred market. It leads in ABC hos 
pital circulation; unit coverage, and departmental 
penetration. It is must reading with all whom you 


must reach. It is your must buy. 


PRESBYTERIAN HOSPITAL 


HAMLOTTE 46 € 


feago 11 
ear Sirs 


This is to compliment you on the general excellence 
of SPTTAL MANACEYENT magazine, ite content and 
make-up being consistently of superior quality, 


This publication is routinely made available to 
the various department heads of the hospital, 
chiefly: Admitting Office, Purchasing, Nursing, 
Dietary, Maintenance, Business Office, and 
Medical Secords, 


We consider HOSPITAL MANAGEMENT « “must” on any 
hospital subscription list, 
A Ttoure very truly, 
Af Los /. 
/ COR if LMA 
J. P, RICHAMDSON, 
Superintendent 


/ 


HOSPITAL 
MANAGEMENT 


200 E. ILLINOIS ST. - 


WRITE TODAY for your copy of ovr Reader 


ship Penetration Survey; Chapelle Ad-Reader 
ship Analysis; Hospito! Architect Survey, ond 


Food and Equipment Survey 


READ MOST BY MOST HOSPITAL EXECUTIVES 














CHICAGO 11, ILL. 





Bargain Buy! 
Page Ad, 3°/,¢ Per Subscriber 
...in the industry's only book! 


You can reach the leading manu 
facturers in the Bedding field with 





a page ad at a cost of 3's for each 
subscriber (l24ime rate). Even a 
small advertiser may become a na 
tional advertiser and dominate this 
important field 

This is the only publication in the 
entire $331,100,000 industry. It is 
read by the firms which produce 
90° of the industry's volume. You 
can't find a better buy. Better buy 


BEDDING! 


eiaarmct oa | Send for our new 
4 


MARKET DATA FILE. 


‘wii Most revealing! 
jooK Nu 








Merchandise Mart, Chicago 54 


WHO 


bought this? 


a stote, 

city or county engineer. Local 
governments ciready own more 
than 360,000 pieces of heavy 
equipment and have 65 billion 
dollars worth of urgent future needs 
to meet in the next ten yeors! Reach 


An engineer 


oll the engineers who do the buy 
ng for highways and streets 
sewage plants, waterworks and 
airports, in the one magazine 

that serves them oa 


Protic Works 


308 East 45th Street - New York 17, N.Y. 


standardize for the readers’ con- 


venience on the organization and 
presentation of the information.) 

To make the comparison easy 
or (if the comparison has already 
been made and the subject product 
has scored a victory) to make speci- 
fication easy the information 
must be factual and complete and its 
presentation functional 

Catalog information does not need 
to seek attention to itself by means 
of extreme layouts, startling illustra- 
headlines. Its 


ions ofr “stopper” 


audience its effective audience 
has already been brought to the 
point of attention by its own neces- 
sity. If the information is pertinent 
it will be appreciated when it is 
needed, without spectacular effort on 
ts part; Uf it is not pertinent, no 
amount of attention-calling will alter 
the case 
Furthermore, catalog information 
needs to be of such a type and ar- 
ranged in such a manner that the 
user can progress rapidly from his 
need, classification by classification, 
subdivision by subdivision, refine- 
t by refinement, until he has 
rowed down the selection to the 
roduct having those character- 
s which most closely fit his 
specil ations 
o all this, the catalog must be 
freed of irrelevant information (in- 
cluding expressions of the manufac- 


The product should 


be allowed to speak for itself as 


turer s opinion) 


succinctly as possible and in as great 
detail as is necessary to bring the 
eader’s interest down to the one 
specific item which becomes his ulti- 
mate ¢ hoi e 

Yet the catalog should be more 


than a large compilation of “every- 


thing we make.” The information, 
as well as the catalog itself, must 
be accessible, and also understand- 
able and comparable qualifica- 
tions which, sadly, many catalogs 
lack 

Investigations which are summar- 
ized in Edward Stern & Co.’s “Pref- 
erence in Industrial Literature” re- 
port that, “a wide range of material 
is at least acceptable and may be 
valuable to stimulate the sales 
of the products in the catalogs 
types of promotional 
material are likely to 
little to the catalog for either user 


and certain 
contribute 


or advertiser and may be resented 
by a significantly large section of the 
audience.” 

In respect to material which may 
be regarded as supplementary to 
product description and specification 
data, it is interesting to note how a 
cross-section of catalog users voted 
on inclusion of such material in a 
catalog: (chart below) 

In this connection it is pertinent 
to point out that the first step in the 
preparation of a catalog is to find out 
what the user wants to know. May- 
be you think vou know; but it’s safer 
to check. Later, I will report on the 
case of a supplier who did just that, 
and his intelligently arranged cata- 
log reflects the effort he made to let 
the user guide him in the selection 
and organization of his catalog ma- 
terial 

So in approaching the problem of 
catalog preparation, the supplier 
must reverse the normal direction 
of his thinking and acquire the per- 
spective of the catalog user. He must 
think in terms of needs-looking-for- 
products, rather than products-look- 
ing-for-needs 

In his predicament, the buyer may 





What to include in a catalog 


Explanation and illustrations 
of how to use products 


Description of manufacturing methods 
Description of previous installations 
Outline of company policies 

Views of manufacturing equipment 
History of the company 

Views of the plant 

Testimonials 


Photographs of executives 


Essential 


Acceptable Disapprove 


78 16 


43 45 
39 48 
36 4s 
16 $7 
12 68 
ll $9 

37 

24 





know absolutely nothing about the 


cataloged product. Its varieties. Its How’s Business in 


functions. Its competitive distinc- 


tions. In which case, the catalog 
serves him as news medium B 
Or he may be somewhat familiar ’ 


with it as a consequence of its 
common, standardized usage or his 19th Annual Market Study 
previous experience with one of its 
forms. In which case, the catalog 
serves him as a specification guide 

In either case: he must be helped 
to find his way, and the catalog 
planner must be at once, the blind 
man and the guide understanding 
the blind man’s difficulty and yet 
being able to select the right paths 

We are thus led, through a theo- 
retical and somewhat philosophical 


discussion of catalog function and 





viewpoint, to the practical aspects of 


catalog format 


Next month, we shall examine Heres first-hand information—use- 


some of the factors of material or- 

sf ee ful market data about bakers. from bak- 

ganization and information unit 4 

; ery owners and executives in all sizes 

design which make catalog material ‘ 
. , an types akeries, ake s 

easy to find, comprehend anda use d pe of bakerie Bake rs tudy 


To Be Corrmrons these reports with keen interest. It's 

BAKERS’ HELPER’s 19th annual serv- 

ice to the industry. This complete Bak- 

Sales call reports ing Industry Market Study will be fea- 
tured in BAKERS’ HELPER Annual Survey Issue, January 20, 1951. 


Othe companies are experiment- Why BAKERS’ HELPER Annual Survey Issue 


ing with portable dictating equip- 


ment for salesmen. The expense is is Important to Advertisers 


sometimes justified when products 





te -e se “ i > s ie y Ts d ex- 
require tailor-made engineering Because these reports will be studied by bakers and 


quotations before the sale. However, ecutives—the men who buy your equipment and supplies. 
in nine instances out of ten, the Because your sales message strikes bakery-buyers at the 
salesman, if he has to make a report, psychological time when you are favored with their 
preters a simple, written one close attention and interest 


The need for and value of sales call Lergest Paid Because it is a report on your own customers—a basis on 
Circulation which you can formulate your selling program for 1951. 
product, the number of markets, the Serving the 


size of the sales force, the size of the Baking Industry Vo increase in advertising rates! For more facts 


management staff and other factors 16,518 ABC and copy of the Market Study, mail coupon below. 


It is quite clear, however, that in 


reports obviously varies with the 


these days of rapid personnel 
changes, with market dominance al- 
most impossible to maintain, and 
with forward sales planning neces- 


sary to hold to a balanced and cost- 


rom ansest 
Sruty ft Bahin 
er | BAKERS’ HELPER, The Baking Industry Magazine 
Room 1723—105 West Adoms St., Chicago 3, Ill. 


controlled production, a good sales 
call report system is wel! worth the 
cost for the majority of industrial 
# 19 i 

companies Send me copy o h Annual Bok ng industry Market 
Study as soon os available. No obligation, of course 

It is just as clear, however, that a 
majority of call report methods now NAME 


in use are weed-begrown and un- 


Y 
necessarily expensive in time and fil- COMPAN 


STREET CITY 


| SSCS SSS SSS SSS SS SSCS SSS SSS SSS SSS SSS SS SS SSS SSS SS ee See 


ing equipment. There are both prof- 
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DO YOU KNOW 


he Mad wed , 


How many markets and how many media 3. Approximately 200 leading business magazines 
are you underestimating? What do you make available to you through paid space their 
know about “war baby” markets to de- 
velop for filling production holes caused 
by materials allocations? Are your mar- " 
keting efforts balanced according to . 
relative potentials? Is the impact of your 
sales and advertising efforts sufficient to 
gain your share of available business? 


nformative data on markets, coverage and 





T Ww tudy a 


NDUSTRIAL MARKET DATA BOOK 


- 


The NEW 1951 a 
Edition contains... THE Hew 1951 
INDUSTRIAL MARKET 


teagan DATA BOOK 


The One and Only 
Fact-Packed Reference on 
Both Markets and Media 


’ 
L4 








4. Trade association name 
classified according to markets 
, , 

cluaged fo aid you in directing ing 


nformation. 


5. Market studies especially prepared by business 
publications are digested and italoqued by 
markets. Copies will be delivered to you upon 


nquiry to IMDB's Reader Service Department. 








Abernethy Publ. Co., Inc 
Advertising Age 
Acronautical Engineering Catalog 
Acronautical Engineering Keview 
America Clinica 
American Artisan 

Automobile (Overseas 


American Builder 108-109 
American Ceramic Society, The 137 
American Cera Society Bulletin 
Ameri § 
American |} xporter 
American Exporter—lIndustrial 
American Institute of Electrical 

Engineers 
American Lumberman & Puildir 

Products Merchandiser 
American Metal Market 
American Restaurant Magazine 
American Society f Civil Engin 
American Society of Mechanical 

Engineers 
American Water W ks Associ 
Annual Meat Pn« rs € uice 

i Hydrau 
tural Record 

Mechanical Catalog anc 


nstruction Publics 


formerly Aviat 
Operations 
Aviation Market Book 


Bacon’s Clipping Bureau 
Bedding 
Bottling Industry 
Boxboard Containers (f 
Shears 
Breskin Publishing Corp 
Brewers Digest. The 
Brick & Clay Record 
Building Supply News 
Butane-Propane News 
Butter, Cheese and Milk Products 
Journal, The 


Caminos y Calles 
Candy Buyers’ Directory 
Candy Industry 


Exportador Americano 


Factory Management & Maintenance 
Equipment Retailing 
m impiement News 
sts’ Telegraph Delivery News 


Directory, The 
ne 


il & Oil Heat Buyers’ Guide and 
Industry Directory 


fas 

fas Heat 

Cillette Publishing ¢ 

Golfdom 

Gussow Publications, Inc., Don 


Haywood Publ. ¢ 

Heating and Ventilating 

Heating & Plumbing Equipment News 
Heating, Piping & Air Conditioning 
Heating Publishers, Inc 

Hospital Management 


Ice Cream Review 
Implement & Tractor 
em y Soldadura 
Industrial Distribution 

Insert Between 
Industrial Equipment News 
Industrial Heating 
Industrial Maintenance 
Industrial Marketing 
Industrial Press 
Industrial Publications, In« 
Industrial Publishing Co 
Industry & Welding 
Ingenieria Internacional 

Construccion 

Ingenieria Internacional Industria 
Institute of the Aeronautical Science 
Institute of Radio Engineers, The 
Institutions talog Directory 
Institutions 
Instruments 
Instruments Publishing Co., Inc The 
Iron Age 


Jenkins Publications, In 
Johnston Export Publishing Co 


For Detailed Information on These Publications 


See the 1951 INDUSTRIAL MARKET DATA BOOK 


Candy Merchandising 

Ceramic Bul-etin 

Ceramic Data Book 

Ceramic Industry 

Chilton Publications 

Civil Engineering 

Coal Age Insert Between 

Commercial Fertilizer 

Commercial Refrigeration & Air 
Conditioning 

Concrete Products 

Conover-Mast Publicatio 


‘ 
Construction Bulletin 

Construction Digest 

Construction Equipment 
Construction News Monthly 
Constructioneer 2 
Contractors and Engineers Monthly 
Cotton 

Cotton Gin and Oi! Mill Press, The 


Dairy Industries Catalog 
Die Castings 18-19 
Diese! Engines, Inc 181 
Diese! Power and Diese! Transportation 179 
Diesel Progress 181 
Diese! Publications, Inc 179 
Dixie Contractor 215 
Dodge Corp., F. W 
97, 98-99, 139, 17 

Domestic Engineering 
Domestic Engineering Catalog 

Directory 


El Automovil American¢ 
El Exportador Americano 
I Farmaceutico 
El Hospital 
Electric Light & Power 
Electrical Catalogs 
Electrical Construction & Maintenance 
Electrical Engineering 
Electrical Publications, Inc 199, 
Electrical South 
Electrical West 
Electrical World 
Electronics Buyers’ Guide 
Engineering & Mining Journal 
nsert Between 
Equipment, Machinery and Access 
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Journal of the American Concrete 
stitute 

Journal of American Water Works 
Ass‘n 

Journal of Chemical Education 


Keeney Publishing Co 
King Publications 


Ladle 
Leather & Shoes 


Machine Design 
Machinery 
Maclean-Hunter Publ. ¢ rp 
MacKae’s Blue Book 
Manufacturing Confectioner, The 
Manufacturing Confectioner Publ. Co., 

he 
Marine Engineering & Shipping Review 
Materials & Methods 
McGraw-Hill Catalog Service 

149, 188-189, 

McC raw-Hill Digest 
McGraw-Hill International Corp 
McGraw-Hill Publishing Co 
Mechanical Engineering 
Mechanization, Inc 
Michigan Contractor & Builder 
Mid-West Contractor 
Military Engineer, The 
Milk Dealer, The 
Milk Plant Monthly 
Mill & Factory 
Mining Catalogs 
Mining Engineering 
Mississippi Valley Contractor 
Modern Materials Handling 
Modern Packaging 
Modern Plastics 
Modern Railroads 
Motorship 


Third Ce 


National Milk Publ. Co., Inc 161 
National Petroleum News 

Insert Between 388-589 
National Provisioner 270-271 
National Roofer 101 
New England Construction 215 
New Equipment Digest 
New South Baker 
Occupational Hazards 
Olsen Publishing Co 
Operating Engineet 


Packaging Parade 
Panamerican Publishing Co., Ln 
Paper & Pulp Mill Cataloguc, The 401 
Paper Industry, The 401 
Penton Publishing Co 175, 321, 367, 373 
Petroleum Processing 
Insert Between 388-389 
Pharmacy International 230-231 
Pit & Quarry 127 
Pit & Quarry Handbook 131 
Plant, The 411 
Plant Engineering 315 
Plumbing & Heating Business 66-67 
412-413 
Engineering i15 
ad Street Catalog 


L.A 
& Development 
Publie Utilities Fortnightly 
Public Utilities Reports, Inc 
Purchasing 
Railway Age 
Railway Engineering & Maintenance 


tailway Equipment and Publication 

Co 

Railway Mechanical Engineer 

Railway Purchases and Stores 

Railway Signaling and Communica 
tions 

Refrigeration Industry, The 

Reinhold Publ. Co 

Roads and Streets 

Rock Products 

Rumpf Publishing Co., The 


School Executive, The 
Screw Machine Engineering 
Machine Publ. Co., Ine 


Publications 
Simmons-Boardman Publ. Corp 


Slocum Publishing Co 

Smith Publishing Co., W. R. ¢ 

Snips Magazine, The 

Southern Advertising and Publishing 

Southern Automotive Journal 

Southern Building Supplies 

Southern Canneg & Packer 

Southern Carmé@At Marufacturer 

Southern Hardware 

Southern Jeweler 

Southern Lumber Journal and Building 
Material Dealer 

Southern Power and Industry 

Southern Printer 

Southern Pulp and Paper 
Manufacturer 1, 

Southern Stationer and Office Outfitter 

Southwest Builder & Contractor 

Steel 

Successful Farming 

Sweet's File, Architectural, Builders, 
Engineering 

Sweet's File, Mechanical Industries 

Sweet's File for Power Plants 

Sweet's File, Process Industries 

Sweet's File, Product Designing 


Taxicab Industry, The 

Technical Publishing Co 

Texas Contractor 

Textile Catalogs 

Textile Industries 

Textile World 

Textiles Panamericanos 

Thomas Publishing Co 31 

Thomas’ Register of American Manu 
acturers 333 

Traffle World 275 

Transportation Supply News 2nd Cover 


Utilization 421 
Vance Publishing Co 107, 471 


Water & Sewage Works 
Welding Engineer Insert Between 466 467 
Western Builder 215 
Western Construction 

Western Industry 

Western Newspaper Union 

Wood 

World Construction 





Look for this Emblem 


. in the advertisement of a business publication 


FOR DETAILED 
4 REFERENCE DATA 
43 


. it means that 


the publication has filed, in the INDUSTRIAL MARKET DATA BOOK [INDUSTRIAL MARKETING'S) 


Number, detailed facts regarding its editorial services, circulation 
influence, market studies, etc., and this will be found adjacent to 


data on the market served. 


Industr 
Market DATA 
Book NUMBER 








How to Reach 
MORE Buyers of its and savings in re-analyzing your 


. call report handling. Before you ac- 
~ a d la t or cept your present system as both 
reasonably economical and useful, 

ask yourself these questions 


H ea t in g 1. How many hours a week does 


E . our average salesman spend on re- 
quipment eed 
2. Do the reports help him spe- 
cifically plan his work? 
3. Are they the basis of both time 
and cost quotas and controls on our 





selling activities? 

4. Are they equally useful to sales, 

advertising and market research de- 

partments? 

S. What is the cost, in clerical time, 

for processing reports in the home 

office? 

6. Does any correspondence go 
Pe Tse back to the salesman to make him 

ap B-. 3 sure that the reports are read and 

used on the executive level? 
7. Are we wasting filing equipment 
on old reports, or on odd-sized re- 





pe rts? 


Why Because this monthly new-equipment 
Is sales call report data collated 


magazine circulation 35,000) reaches more 8. 
Contractors and Wholesalers concerned with in such form as to give new sales- 
Radiator Heating than any other magazine in men a complete background and his- 
the field! That's not all. This magazine reaches tory on individual customers? 
MORE Contractors and Wholesalers concerned 9. Is call report data summarized 
with equipment for W arm Als Heating, for Oil by markets, customer importance 
He : Bad Gas Heat, for Plumbing Equipment and call frequency, and is this sum- 
EQUIPMENT NEWS your product stcry gets 10. In addition to cost per call, are 
higher reader interest than in any other publi- we set up to control cost per report, 
cation serving the heating and plumbing field and is our trend downward, or at 
least steady ? 

inquiries on a given product. The four products Are your sales calls worth the 
cost? If you really know the costs, 


is has been proved in case after case of larger 


shown here drew a total of 548 inquiries 
and if you can tabulate the benefits, 


the answer for you will be apparent 


Heating & Plumbing Equinment News 


148 Lafayette Street e New York 13,N.Y. Trends 














duction and refining rates to all- 


‘ 7 * ’ time highs 
a 
on sptuthoritative Facts Cu“ This will offer an incentive fo: 


the maintenance of drilling opera- 
85 INDUSTRIAL AND BUSINESS MARKETS tions at the record rates reached 
in 1950, with purchases of equip- 


and detailed media presentations of over ment at corresponding or higher 
levels if enough steel is available 


200 PUBLICATIONS to manufacturers. Meanwhile, re- 


see your copy of the new 1951 edition, fining plant capacity must be en- 
larged to provide greater outpuf 


MARKET DATA NUMBER especially for aviation gasoline 
WARREN L. BAKER, editor. World Oil. 
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ouston ex 








Ad volume will hold 





Bund alleged that the U. S. “is v 
off than it was ten years ago 

He said that in 1940, the U. S. had 
much un-used industrial capacity, 
8,000,000 unemployed, in< luding 
many skilled workers, and a tre- 
mendous reserve of women to re- 
cruit for war work. Today, he said 
un-used capacity is small, only 
3,000,000 are unemployed and fewer 
women are single and without chil- 
dren to care for and are therefore 
less easily recruited. Thus, every 
production increase will have to 
come out of the hide of our civilian 
economy 

In 1940, our reserves permitted 
us a ‘guns and butter’ economy 
whereas today we must make the 
tougher choice of guns or butte 

Dr. Bund predicted 
® Expansion of facilities in defense 
plants will mean a booming business 
for machinery and equipment manu- 
tacturers 
® The U. S. will try for an intermedi- 
ate period and then will impose com- 
plete, over-all controls of scarce ma- 
terials, possibly by next spring. A 
priority system, rather than equal 
controls for everyone, will be un- 
avoidable 
® Washington, which has been soft- 
pedaling cutbacks, will toughen its 
policy and will order sharper cut- 
backs sooner 
® Wage-price controls will not be 
imposed now, unless we get into all- 
out war because no administrative 
machinery is set up to handle griev- 
ances. If total war comes, then we get 
the controls because “it is no longer 
important if we put 25,000 small 
companies out of business.” 
s A spotty employment situation in 
January and February will not be 
representative of the severe man- 
power squeeze which will arrive by 


summer! 


N. McKay Kneisly 


To increase 
your business, 
harness the selling 
power of TALK! 


The S. D. WARREN COMPANY message 
in the January 20 Saturday Evening Post 
tells you how. Be sure to read it 


F ene comment #F 
mov ™ 
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eerre® . 


sae am Printing Pap? 





to the 
Pacific Northwest 
Construction Market 


Tus Pacific North- 
west is bursting with construction 
jobs created by steadily increasing 
industrial development and pop- 
ulauon 

Six days a week, the Daily 
Journal of Commerce furnishes 
vital information to construc 
tion and business men through 
out Oregon, Washington, and 
Idaho. The Daily Journal of 
Commerce is an all business 
newspaper both news-wise 
and reader-wise, with more 
than eleven readers per copy 

Consult your advertising 
agency or write for sample 
copy and rate card. 





Daily Journal of Commerce 
eTT SOUTHWEST 14TH AVE 


PORTLAND 7, OREGON 





abou! the MARKET 
of the $12 Billion 
TELEPHONE INDUSTRY 


for Adding & Bookkeeping machines — 
Addressing mochines — Air cleen- 
ing a — Anchors — Auger bits — 
Batteries, dry cell, storage — Bottery charg- 
ing equipment — Cable — Conduit — Cross- 
orms — Cable ree! corriers — Cords — Drills 
— First aid equi + — Insulators — Meteor 

— Poles — Pole line hardwere — 





Wire and hundreds of other items used in tele- 
phone offices and plants 


see HOW THIS HUGE MARKET 
CAN BE ECONOMICALLY DEVELOPED 


Just off the press . . . and its 
FREE. Write for a copy today. 


TELEPHONE ENGINEER 
Publishing Corporation 


Phone ROgers Pork 4-3040 
7720 Sheriden Rood — Chicege 26, Illinois 


Cramer warns publishers 


4 





the advertising will do for the ad- 
vertiser. To find that out. we at Gris- 
wold-Eshleman look for circulation 
data by states, markets, industries, 
and titles and functions of readers 


We want 


who the readers are, 


concrete evidence of 
what they buy 
and whether they are likely to act 
upon the advertising they see.’ 

To find that out, Griswold-Eshel- 
man frequently conducts its own 
surveys, he said 

We go, not to the publication, but 
to its readers. A questionnaire on a 
penny post card does the job very 
well. We have got responses of 30 or 
35°...” 

“The trouble with depending on 
the publisher’s readership survey is 
that he will get readers to answer the 


questions, all right, but the readers 


are not always the particular ones 
that our client is interested in.” 

The agency’s questionnaire ques- 
tions, he said, include 

Do you read the publications listed 
below? Please check them—one, two 
and three—in the order of your pref- 
erence 

Do you take seriously the ads of 
the Blank Co. (the client) in these 
publications? 

This advertising has or has not in- 
fluenced you in a buying decision? 

What are your buying responsibili- 
ties? Do you name specifications? 
Brands? 

What is your title? Function? 

Mr. Cramer said that his agency 
tries to use advertising strictly to 
help solve the advertiser's specific 
sales problem. “The more the busi- 
ness paper space salesman can learn 
of potential advertiser's particular 
sales problems, the more effective he 


can be in selling space,” he declared 





Editors forecast 





put likely to hold to 1950 leveis 
Offsetting radio, TV and appliance 
bulge in 


declines is an expected 


military electronic business (com- 
munications equipment, instruments, 
control devices, etc.) ranging fror) 
sizable to huge; it may hit an annual 


volume of $15 billion 


Export 


Textiles Panamericanos 


® With the virtual disappearance of 
the so-called dollar gap, foreign, and 
especially Latin-American, demand 
for American-made textile machin- 
ery has taken an enormously long 
step forward since last June. Cumu- 
lative effects of continued promo- 
tion can be actually measured by 
those manufacturers who main- 
tained their schedules through the 
foreign sales slump in early 1950 
These stepped-up sales of textile 
machinery are contributing to the 
payment for raw materials which 
we need to keep defense plants go- 
ing. When foreign markets can't get 
goods from us, they will no longer 


require dollars and will cease to sell 


us the chromium, nickel, tungsten, 
etc. without which we would be al- 


most defenseless 


Foods 


Butter, Cheese and 
Milk Products Journal 


® Increased utilization of milk in the 
form of fluid milk and cream and 
ice cream, due to the increased level 
of income, will probably leave less 
milk for butter and cheese. If all- 
out war comes, government ceilings 
and restrictions will probably again 
effect a decrease in the butter out- 
put to make available more butter- 
fat and milk solids for other vital 
dairy products, primarily cheese, 
evaporated, dry and fluid milk 
Despite the possible loss of butter 
production, the milk products in- 
dustry generally should be 
during 1951. Because milk and many 
of the foods into which it is made 
are perishable, proper stainless steel 


good 


equipment must be available 


Gas 
Butane-Propane News 


® The liquefied petroleum gas in- 
dustry from the standpoint of 


dealers and distributors selling to 





consumers . . will expand in 1951 in 
spite of any presently foreseen gov- 
ernment restrictions 

Marketed production in gallons 
will increase from 15 to 20% over 
1950. Over half of all sales will be 
to domestic consumers. Internal 
combustion engines, chemical and 
synthetic rubber plants will require 
increasing volumes 

Consumer demand for LP-Gas 
appliances and equipment likely will 
exceed supply, because of steel re- 
strictions and the shift of produc- 
tion facilities to defense orders. Fuel 
prices will advance substantially 
from the abnormal lows in mid- 
1950 

During the past year there has 
been a huge increase in the use of 
liquefied petroleum gas by farm 
tractors and passenger buses. 
Househeating and the drying of 
farm products are uses for LP-Gases 


that show expanding potentials 


Heating. Plumbing 
Domestic Engineering 


® Assuming no all-out war it is ex- 
pected that fair allocations of metals 
will be given to the plumbing, heat- 
ing, air conditioning and allied appli- 
ances industry because of its essen- 
tiality in protecting public health, 
safety and morale. Nevertheless, 
production will be handicapped by 
shortages of copper and steel and, to 
some extent, lead and aluminum 

Manufacturers will turn to alter- 
native materials and product sim- 
plifications. Curtailment in home 
building will act to make fixtures 
and pipe available for remodeling 

The coming year offers no appar- 
ent opportunity to duplicate the $4 
billion record of 1950 


Hardware 


Hardware Age 
A , Pha 
® Retail hardware stores will sell $2 
billion worth of merchandise in 1951 
This will be a slight drop from the 
1950 volume 

Barring an all-out war effort 
hardware store customers will prob- 
ably not feel a real pinch in mer- 
chandise shortages until Spring 
Most stores have fairly heavy’ in- 


ventories and proposed production 
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Oasis in the Depot 











This new General Electric condensing unit, part of a 
water cooling system in Detroit's 17-story Michigan Central 
railroad depot, helps wet the lips of some 3,700 office workers 
and 20,000 travelers every day. It replaces an antiquated unit 
having a 2-ton flywheel, delivers 3,000 g.p.h. of 42° water 
at lower cost than its predecessor. 


The G-E installation is typical of many reported by AIR 
CONDITIONING & REFRIGERATION NEWS, “The Newspaper of 
ihe Industry." It is also an example ofshow ACRN gives influ- 
ential coverage of the air conditioning and refrigeration mar- 
ket—from manufacturer to serviceman. 


For instance, the contractor on the job, Johnston Refrig- 
eration Construction Co., is an ACRN subscriber. H. B. Leland, 
who sold it, reads ACRN. The job was engineered by J. M. 
Baragar, ACRN reader. The installers, Don Hoover and Emil 
Boltz, both read ACRN. General Electric Company lists 84 
ACRN subscriptions among key personnel at its various plants, 
in key regional offices, and in the G.E. export organization. 
What's more, General Electric is a consistent ACRN advertiser. 


lf you are selling anything to the growing industry— 
motors, condensers, tubing, small parts, air conditioners, cool- 
ers, appliances or any of the 1001 things going to the market 
—ACRN is definitely the marketplace for your product with 
paid readership in all segments. Let us give you all the facts 
in our new Market and Media file. It's yours for the asking. 


BUSINESS NEWS PUBLISHING COMPANY, 460 W. FORT ST. 
DETROIT 26, MICHIGAN 
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IT PAYS 


to advertise 





in a publication 
where the audience 


pays to see you.. 


See McGraw-Hill advertisement 
on page 161. 


Magazine 


INDUSTRY combined with 
ATALOGUE, 


reinforced with 


gives vou 365 dav 


other medium serving this 





NC. 








"Since the Market Data Book 
Number is placed in a handy 
spot near my desk, you will find 
that over a period of time it is 
referred to quite often. The best 
way to show my appreciation 
would be to send you an old 
copy with all the thumb prints 
proving how often the pages 
have been turned.” 


—Arno O. Witt, 


Mar. Sales Promotion 
Schramm, Inc 


West Chester, Penna 








cutbacks will likely not be felt by 
consumers until March 

Past experience shows that hard- 
ware dealers are unusually _ re- 
sourceful in developing new lines 
and in adding services to replace 
sales lost due to merchandise short- 
ages. In World War II, for example, 
hardware store sales showed a gain 


in every year but one 


Institutional 


Institutions Magazine 


s Next year challenges the institu- 
tions field with the greatest patron 
demands in history. The previous 
rearmament period set a pattern for 
increased travel, and more living 
and eating away irom home. The 
stepped-up industrial tempo of 1951 
will bring more of such increases, 
affecting practically all segments of 
the institutions field hospitals 
schools, industrial feeding, etc 
Manpower shortages will impel in- 
stitutions operators to buy and use 
labor-saving machinery. Good pa- 
tronage will insure heavy demand 
for furniture, furnishings, and a 
variety of both soft goods and hard 
goods. The annual food volume of 
institutions figured at $13 billion 
at retail prices . . is due for a further 


increase 


Iron and Steel 


The Iron Age 


® The metalworking industry faces 
more work, more controls, more 
shortages, more impossible jobs and 
more miracles in 1951. Confusion 
will reach an all time high . . because 
Washington would not take advan- 
tage of World War II experience 

Basic industries will have thei: 
hands full. Equipment makers will 
have a full order book. Routine, red 
tap and paper work will reach a new 
high. 

Steel output may run close to 100 
million ingot tons or more in 1951 
There will be less steel for nones- 
sential civilian uses. Direct and in- 
direct defense will take close to 40° 
of steel output. Nonferrous metals 
will be tighter. More emphasis will 
be put on essential civilian needs in 
order to keep the economy expand- 


ing 








TOL / circle on Readers’ Service card 
What to Say in Your Wartime 
Business Paper Advertising 


If your product is currently available . . 
temporarily in short supply .. new . . made 
exclusively for the government, you have 
plenty of things to tell and sell. McGraw- 
Hill offers a 24-page booklet which gives 
suggested copy themes for wartime ad- 
vertising, and examples of effective busi- 
ness paper ads published during World 
War Il. 


102/ circle on Readers’ Service cord 


Free Decal Calendar 
for Your Desk Top 


You'll want one of these “de-calendars” 
which can be easily applied to desk tops, 
wails or other convenient locations. At- 
tractively designed in color, the decalen- 
dar is 12” in length, combining a 1951 
calendar with linear and pica rulers. Of- 
fered by Palm, Fechteler & Co., New 
York. 


SSCS SSE SESE See eee eee eee eee eee 
103/ circle on Readers’ Service cord 


How to Sell to 
Government Institutions 


This is a detailed, yet readable report 
which tells whet products government in- 
stitutions are buying, who buys for govern- 
ment military institutions . . for government 
civilian institutions, how your advertising 
can help you secure bids, how to enter 
bids and what things military procurement 
officers want to know about your business. 
Published by Institutions Magazine 


SSS SSSSSSESE CECE REECE 
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New Directory of 
Advertising Agency Personnel 


McGrew-Hill Publishing Co., has an- 
nounced a new directory of advertising 
agency personnel, to be available next 
month. It will include, (1) an alphabetical 
index of agencies, (2) a geographical 
grouping by city and state. Individual list- 
ings will include personnel names and 
tiles for both home and branch offices, 
types of advertising handled, etc. A single 
page bulletin gives additional details. 


a -_ —_--> 
Use these return cards 
for publications 

mentioned on this page 


ee % Send for these helpful selling tools 


168/ Circle on Readers’ Service card 


Suggestions for Preparing 
Your House Magazine 


(1) kinds of house magazines and their 
purposes, (2) planning and editing, (3) 
holding interest and, (4) problems of 
size, format, printing, color, illustrations, 
type, mailing methods. Prepared by the 
Planned Advertising Roundtable. 


106 / circle on Reoders’ Service card 
The National Industrial 


Advertisers Association . . 
What it is. What it does 


This “tell all” booklet, which gives the 
complete story of NIAA, is must-reading 
for anyone interested in industrial adver- 
tising and selling. It answers these ques- 
tions: Who belongs to NIAA? How does 


5101 


Please send me the following 




















NIAA benelit its membership? Who is the 
governing body? How do members keep 
informed of NIAA activities? 


SSS SSS SS SEES eee 
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Market Information on 
The Aviation Industry 


The aviation industry is booming. Mili- 
tary aviation requirements are high . . more 
than onedifth of al) military spending is 
earmarked for proc of ft and 
related products. Aviation Age offers an 
18-page study which gives valuable ste 
tistics covering military aviation, domestic 
airline and civil aviation activities. 





108/ circle on Readers’ Service cord 
What Do You Know 
About Coated Papers? 


Far too few of us know much, if any- 
thing about papers. The Dow Chemical 
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% Send for these helpful selling tools 


Company, Midland, Mich., offers a 16-page 
booklet discussing a synthetic adhesive 
used in the clay coating of paper. If you 
are a buyer of advertising, a printer, a 
paper merchant or a paper producer, you 
should know about this product because it 
is having an increased impact on your 
business 


Trrrtiiitttt ttt 
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How to Use Photomicrography 
in Industrial Advertising 


Many selling stories can be sharpened 
by the use of photomicrographic litho 
yraphy. P-L can show a film of oil 00! 
hick which minimizes bearing wear pos 
sibly your oil; or a sheet of sandpaper en 
arged to show grain size uniformity pos 
sibly your sandpaper. There are many 
"ther possibilities. McCormick-Armstrong 
Co., Inc. Wichita, Kan 
jetails 


offers a brochure 


ziving additional 


Postage 
ill Be Paid 
by 
Addressee 





110/ circle on Readers’ Service card 


The Pulsebeat of Industry 


Here is a 72-page, pocket-size booklet 
which gives a digest of current problems 
of industry, trends and future opportuni- 
ties . . by editors of 27 different McGraw- 
Hill publications. Among the subjects dis- 
cussed are aircraft manufacturing, chemi- 
cal process industries, coal mining, elec 
tronics, metalworking, textiles, nucleonics, 


etc 


PTrrTriiit titties 
111/ circle on Readers’ Service cord 


Market Guide To 
The Railroad Market 


This is a 24-page summary of basic data 
% railroads in United States. It lists mile- 
age, equipment, personnel, and other infor- 
mation relating to market potentials. Use- 
ful information for advertisers aiming at 
the railroad market. Offered by Modern 
Railroads: e 
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Old Printa, Quaint Drawings 
Can Increase Ad Readership 

Art Archives Press, New York offers a 
folder describing a work-book of more 
than S00 old-time line drawings of famous 
events, places, and persons. All artwork 
in the book is in the public domain, and 
may be clipped and used to illustrate ar- 
ticles, ads, books, etc. 


11B/ circle on Readers’ Service cord 


Learn More About Typography 

A series of monthly data sheets on typo- 
graphy for use by copy writers, production 
men, artists, printers and typographers is 
offered by Monsen-Chicago, Chicago typo 
graphers. The series will tell how to re 
duce costs, speed up production, and turn 
out better jobs. If your work involves typo 
graphy in any way, your name should be 
on the Monsen mailing list. 


PRR R ESS EEE SEE T EET ER A 
114/ circle on Readers’ Service cord 
The Story of the Lumber Industry 
If you sell to the lumber industry, you'll 
want a copy of, “Sustained Yield,” just 
published by The Timberman. The 36-page, 
profusely illustrated booklet tells what 
lumber was, what it is, what it will be and 
what it means to the nation. Also included 
s a brief story of the industry's marketing, 
merchandising and educational activities 


SSCS SECTS Re Hee ee eee 
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Dispenser Cuts Labeling Costs 

You'll be interested in a newly introduced 
tutomatic label dispenser if you use pres 
sure-sensitive labels regularly. The unit 
which feeds up to 2,700 two-inch labels an 
hour, requires only two operations, (1!) 
pick up label, and (2) press label into 
place. Investigate this dispenser if you use 
labels for brand identification, prices, in 
structions, trade marks, etc. Kleen-Stik Prod- 
ucts, Inc., Chicago, offers a four-page de 
scriptive brochure. 


Readers’ Service Dept. 
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research and media data 


116/ circle on Readers’ Service card 
How Service Awards 
Promote Employe Loyalty 
Here's a new booklet on service emblem 
awards used in business and indusiry. 
| Published by American Emblem Co., it was 
103 designed to show employers who have not 
a used emblem awards in the past, the vari- 


| | 
| yo2 | 
— 
105 | 106 107 — ous types and designs of pin and button 
| 
t 


101 


awards now available. Illustrations are in 
full color. 
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® Sales of the metalworking indus- 
try soared to an all-time high of $81 p 
billion in 1950 and a further sharp CXAMPEE NO. 7 


increase Is in prospect 
If our economy continues to func- Among manufacturers of 
tion under conditions of fractional 
war, metalworking volume will ENGINES AND TURBINES — 
reach $120 billion by 1960 in terms 
of 1950 dollar representing an in- 
crease of 47.7 % over 1950. This will 
compare with a wartime peak of 
$73.6 billion in 1943 and $23.2 billion 
for 1940 
If all-out war comes, the metal- 
working industry will be called up- 
on to expend its efforts even beyond 


the limits of the last conflict 


Machine Tools 


Machinery 


104 MAJOR PLANTS EMPLOY 78,435 


sQ ‘rs ace ) e le > , 
rders pl aced during the latter — account for 99.4% of the employ ment. 
months of 1950 range from three to < 


five times as great as in comparable 99.2% of production in this industry. 

months of 1949. So far, the backlog 

of orders is largely due to civilian The 1949 McGraw-Hill Census identifies each and every one of 

demands these 104 major plants—those with over fifty employees—by name, 
The ratio of unfilled orders to location, number of employees, and chief product manufactured. 

shipments on Nov. Ist was 11.6 to 1, The Engines and Turbines industry is only one of 144 segments 


compared with 3.8 to 1 a year ago of manufatturing industry. In each of these 144 segments, McGraw- 
One reason for the greatly increased 


ratio is that the National Production 
Authority does not give machine 


Hill’s Census isolates, identifies, classifies, and rates the worth- 
while manufacturing plants. 


tool builders preferred consider :- 
tion, with the result that delivery of 
T 
Continuing Census 5 — 
e, 
ho and where manufacturers or > ow 
esti les us fo concentrate our — : 
rs = ontact, on the worth-while plants 
r plonts. Comparable company 
for the other industries 
his continuing activity 's 
key plants 


many machines tools is held up due Hill’s 
w-Hi 

to the lack of unit parts The basic purpose of McGro 

This situation must be rectified if publishing contro’ 
hey make — en 
persona 
thin those 
d maintained 


the machine tool industry is ex- size, what * 
by mail and 
9 influences w' 
developed on 


the result, of t ; 
and ying influences in 


pected to fill within a reasonable activities, DY 
ond the buyin 
listings ore also 


tive, 
serve. The objec d audience of bu 


amount of time the avalanche of 


orders that may soon descend on 
we 
on up to-the-minute Po! 
for McGraw-Hill odvertisers. 


them 


New Equipment Digest 


Complete details on arent 
® A tremendous sales surge is being 1949 Census, rag panda size 
experienced by the machine tool | plant yr iypera al sub-mojor in- 
industry. Whole new plants are ae y Agence by states, and & 
aaa focts ore all containe 
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for home consumption and for re- | or ask your McGraw Hil 





arming copy. 
The increasing shortage of skilled 

and technical personnel requires the 

use of every possible means tor ob- 


taining increased output. Materials 


handling methods are being mecha- @® McGRAW-HILL PUBLISHING COMPANY, INC. 


nized. Completely automatic pro- ; 
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Looseleaf Covers, Ring, Swing-O-Ring, and Multo, in BESTEX Artificial Leather 


ond Paper Cover Stocks: also Acetate Tabbed Indexes To Your Order 


IT PAYS iio 


on Industrial and 


to advertise Trade Market Data 
; Ww 


in a publication : LOOK in 

where the audienc: : Industrial Marketing's 1951 
pays to see you... INDUSTRIAL 

See McGraw-Hill advertisement ' MARKET DATA BOOK 
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duction machines which can be op- 
erated by women or by unskilled 
mechanics are being employed 
wherever possible 

Management today is using busi- 
ness papers more than ever to keep 
informed of all new developments, 
equipment, processes, materials or 


production procedures 


American Machinist 
® Machine tool demand will stay up 
during 1951 for two reasons: (1) 
large volume of defense tooling, and 
2} modernization of metalworking 
plants to get out more work and cut 
costs. Machine tool shipments may 
touch $600,000,000 

What’s happening in machine tools 
is happening in presses. industrial 
heating units, welding machines, 
forging equipment, all kinds of pro- 
duction equipment and materials- 
handing equipment. Makers of com- 
ponent parts and materials, and sup- 
pliers of motors, bearings, pumps, 
cutting tools to name only a few 
will be exceptionally busy the next 
year. So will tool and die shops 
Metalworking will go into 1951 at a 
pace never before attained in peace- 
time and probably will step up that 


pace. 


Manufacturing 





Factory M t and Maint 


® Shortages of manpower and ma- 
terials will plague plant manage- 
ment. The huge military prepared- 
ness program is now just beginning 
to get to the factory floor. Whether 
the world’s war temperature is hot 
or cold, that program will continue 
to build up at the point of produc- 
tion 


The men who run the factories 
will be looking for wavs to meet 
these problems and pressures by, 
(1) installing machinery that will 
boost output or save labor or 
both, (2) adopting better methods 
(in management and processes) to 
increase productivity, (3) conserv- 
ing materials and using substitutes 
and, (4) stretching manpower sup- 
ply by longer hours, training and 
upgrading workers, and recruiting 


new people 





Materials 


& Methods 
@ In the case of steel, aluminum, 
magnesium, titanium, zinc, copper, 
tin, most plastics, plywoods and 
other construction materials the 1951 
demand will far exceed supply 

Marketing problems will include 
suggesting more economical ways 
of using scarce materials; pointing 
out satisfactory substitutes; and in- 
terpreting for users how specific 
government and industry regula- 
tions will affect them 

We are so firmly committed to a 
heavy defense program that we can 
be certain that every ounce of ma- 
terial will have a multitude of buy- 
ers eagerly awaiting its delivery 
There will be some easing of the sit- 
uation late in the year, with some of 
the increased production going into 


non-defense uses 


Mill & Factory 


® In a survey among 1000 manufac- 
turers of all types and sizes, 91‘~ of 
the respondents expect 1951 business 
to be as good as or better than 1950 
Fifty-five per cent of these expect 
business to be better 

Some 81° of the respondents ex- 
pect to do some guvernment busi- 
ness in 1951. Of these respondents, 
56% believe that they will serve as 
prime ‘contrictors for the Arred 
Services 

In this same connection 77°; be- 
lieve that they will have to curtail 
some of their normal civilian goods 
production. The three main reasons 
given for possible curtailment were 
scarcity of materials and compo- 
nents, scarcity of manpower, and the 
fact that part of plant capacity will 
be used for government work 
Marine 
Marine Engineering 

r 5 wT editor 
® Since Aug. 1 shipbuilding has in- 
creased 32 %, totaling 756,906 dead- 
weight tons on Nov. 1 

The prospects for shipbuilding in- 
dicate several lines of work previ- 
ously not available. The Navy De- 
partment has announced the start of 
a $350,000,000 ship-construction and 
conversion program. The Federal 
Maritime Board is having plans 
prepared for a fleet of 20-knot cargo 


I 
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branch offices 
for busy bankers 


JAMES J. GANUN, vice president of New York's Chase National Bank, believes 
in getting his facts first hand. That's why he’s on the deck of this Swedish 
freighter, deep in conversation with its skipper. From contacts like these, Mr 
GaNun keeps in close touch with conditions in foreign trade for customers of 
Chase National and customers of correspondent banks all over the world 


CHASE NATIONAL'S officers manage to find their way into many a different nook 
and cranny Here, for instance, is James P. Roach, 2nd Vice President, (right) 
getting some sawdust on his shoes and some mighty important first hand informa- 
tion on the meat business—-all for the benefit of Chase National customers 


FROM NORTH TO SOUTH, East to West, fair weather or foul, you'll 
find the banker in many strange places, digging up information for 
the benefit of his customers. Whether it be on the deck of a freighter 
or in a meat packer’s cold room, the banker is perfectly at home for 
his main aim is to know as much as possible about business condi- 
tions that may affect his customers’ products or services. That’s why 
he keeps an alert ear to the ground and an inquisitive eye on his 
journal, BANKING megazine, 12 East 36th St., New York 16, N. Y. 


.-- Your Good Friend, the Banker 








fppointed by Admiral 


John William Walt has been appointed 
sles promotion manager by Admiral 
Chicago, manufacturers of 
radios, television s and appliances. He 
is one of 261,580 daily Wall Street Journal 
readers from coast to-coast 
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ships, each over 520 feet long 


Supplementing orders already 


12 large vessels for the 


Great Lakes 


placed for 
plans are being pre- 
bulk 
cargo carriers to replace old vessels 


n the Great 


pared for large high-speed 
Lakes, and also for 
ocean-going ore carriers for Vene- 
1ela and Labrador trades 
Inquir ies also indicate possible or- 


for 40,000-deadweight-ton oil 


Mining 
Engineering & Mining Journal 


® Most of raw material shortages 
now hampering production involve 
and their supply may be- 


bottleneck to 


metals 
come a fundamental 


the expansion of our industrial pro- 


invoked some 
as copper and zinc, are 
to be included. If this happens 
subsidies will be necessary to stimu- 
late added production 
Intense demands, manpower 
rtage at the metal mines, plus the 
ssity to expand capacity means 
requirements for equipment 
supplies will soar above recent 
rs. Whatever tax burdens are 
the government will have 
back into the mining in- 
t takes out if nation- 


s are to be achieved 


Oil & Gas Journal 


Jnited States Bureau of Mines 


1951 demand for 7,162,000 


1951, crude 

f 5,732,000 

be required 0 a 
il-gasoline and 
s estimated at 
ip 9.5 Pro- 
aling 934,000 bar- 
556.000 barrels 
d 378,000 barrels 


residual 


percentage 
The total po- 


natural-gas liq- 


uids, is about 7,100,000 barrels per 
day only 5° above current total 
demands and about equal to the re- 
quirements forecast for 1951 

Plans must be made for a drilling 
program greater than any in the 


past. Refineries must prepare for 


peak operating levels..and several 
years of steadily increasing demand, 
with immediate need for increased 
capacity to produce specialized prod- 


ucts 


Plastics 


Modern Plastics 


® Polystyrene will be cut back in 


1951 because a large part of the 
styrene monomer from which it is 
produced will be channeled into 


synthetic rubber production. The 


vinyls are in an uncertain state 

there is much more capacity than is 
currently in use, but shortages of 
chlorine and other chemicals limit 


production. Amount produced in 


1951 may depend upon how much 
chlorine is allocated to vinyl the 


amount of allocation may depend 


upon how much vinyl is needed for 
defense 

Nearly all other plastics should be 
available in about the same quanti- 
ty, some of them a little more, than 
in 1950. There should be no lack of 
equipment to process all the materi- 


il available in 1951 


Power 


Electric Light & Power 


® Electric utilities will spend $2.8 
billion for new construction in 1951 
an all-time record 11° higher than 
the 1950 total. Without 


industry's basic plans 


apprec iably 
affecting the 
for expansion, the war situation is 
speeding up the construction of new 
power system facilities 

Utilities are 


seriously concerned 


over the possible effects of 
power shortages in keeping their ex- 
pansion programs on schedule. This 
facet appears more important than 
the material and equipment delivery 
situation 
With over 
new production capacity on order for 
mid-1953, all 


industry 


16,000,000 kilowatts of 
installation by divi- 
sions of the such as trans- 
mission and distribution, will have 


to be accorded a similar growth. The 





entire electrical industry will have 
to produce at a capacity rate to meet 
requirements projected by the op- 
erating companies for both 1951 and 


1952 


Textiles 
Textile World 


® Prices will continue to rise in the 
primary textile field. Supports unde 
natural-fiber price levels, raw ma- 
terial shortages, wage demands, war 
expendability, and bureaucratic 
waste at home will swell the rising 
flood of cost all along the line 

Strict governmental controls will 
effectively stem the tide only if they 
are complete on all phases of the 
textile economy 

On the other side of the ledger are 
cost-cutting factors being devel- 
oped short-cut processing, ma- 
terials-handling equipment, higher- 
speed and more efficient machinery 
and a wealth of comparatively low- 


priced synthetic fibers 


Transportation 


Railway Age 


® Encouraged by substantial im- 
provement in traffic and earnings 
during the last half of 1950, railways 
are moving ahead with record ex- 
penditures ‘for equipment, larger 
programs of rail and crosstie renew- 
als and increased capita! expendi- 
tures for fixed properties 

Orders for an additional 150,000 
to 200,000 freight cars are anticipated 
by the end of 1951 or no later than 
the fall of 1952..to raise the car 
ownership to 1,850,000 by July 1 
1953. Diesel locomotive orders are 
expected to continue in large vol- 
ume. Passenger car requirements 
will be expanded by military and 
civilian needs 

Early reports on 1951 projects re- 
ceived by Railway Age from 16 rep- 
resentative railroads in all parts of 
the United States reveal that these 
railroads plan to step up rail renewal 
programs in 1951 by 33% and plan 
to increase cross-tie replacements 

on ; 


by more than 23 


Fleet Owner 


s America’s 8,000,000 motor trucks 


which rolled more than 90 billion 








Pientials 


for JANUARY 





SOFT LIGHTS AND SWEET MUSIC are OK in their place but HARD 
FACTS AND COLD FIGURES are more to be the liking of the boys in 
the electrical construction and maintenance industry. We are sure they'll 
like what the editors forecast for "51 (it’s going to be a mighty interesting 
year). So here goes: total volume for the industry will exceed 21 billion 
dollars for goods and services (a high mark); the accent will shift from 
commercial and residential to industrial (defense production) ; moderni- 
zation and repair will take a jump from an estimated 510-million dollars 
in 1950 to 761 million in 1951; allocations, controls and priorities will be 
factors to consider. A detailed analysis is presented in our January 
Forecast issue 





50 YEARS A-GROWIN’. Marconi sent the first radio signal across the 
Atlantic ocean . . . the first telephone conversation by underground cable 
was held between New York City and Newark, N. J... . Peter Cooper 
Hewitt invented the first mercury-vapor arc lamp . . . THE NATIONAL 
ELECTRICAL CONTRACTOR, the magazine of electrical construction and 
maintenance was established . . . all in 1901. Now the name is ELECTRICAL 
CONSTRUCTION AND MAINTENANCE (to describe and define our reader- 
ship aad market more accurately) and over this 50-year period the 
growth of this business paper has paralleled the hearty and healthy 
growth of the industry it serves — giving to the industry the editorial 
leadership and guidance it deserves. July will be the Fiftieth Anniversary 
Issue and it's going to carry the most comprehensive analysis of each 
phase of the industry ever made. Based on these findings will be a 
projection of each phase — a blueprint for future operations — a job that 
will be of industry-wide importance. 








BEHIND THE SCENES. A group of growing importance in the electrical 
construction and maintenance industry is one that’s pretty much unpub- 
licized and unsung — the consulting engineers. The more than 1950 now 
served by ELECTRICAL CONSTRUCTION AND MAINTENANCE are playing 
an increasingly greater part in specifying electrical equipment . . . Take 
a look at our newly designed cover making its debut on the January issue, 
designed to give you a better idea at what's inside. 


the Staff 








SERVING THE MEN WHO SERVE 
THE ELECTRICAL INDUSTRY 


A McGraw-Hill Publication 


ELECTRICAL 


CONSTRUCTION 
AND MAINTENANCE 


330 West 42nd St. New York 18 
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VAST! 


The engineered construction market 
is one of the biggest of the BIG 


markets—$26 billion this year! 


That's more than 150,000,000 Amer 


icans spend for food 


Here the 


factor in buying, specifying, recom 


civil enginecr ts the key 


mending and suggesting 


That's why it is so important to 


choose the key approach to the key 


men—Ciril Engineering 


folder 


civ 6 
ENGINEERING 


The Magazine of Engineered Construction 


Send for “Mr. Construction 





~~ Published by the American Society 
of Civil Engineers 
33 West 39th Street. New York 18. N. Y. 


In the 


Brewing Industry 


nearly 


Everybody Reads 


The fastest growing 
publication with 
gest ABC circulation 


\ar 


THE BREWERS DIGE 


CHICAGO 6—747 W. JACKSON BLYD 


NEW YORK 18—45 WEST 45TH ST., JUdson 6-0916 





niles in intercity service, topping all 
previous years in 1950, will mesh in- 


to essential national defense and 
economy programs 

Thus 

a flexibility to 

ned of when the U. S. was 


World War II. A sub- 


trucking will continue to 


transportation 


I eivillan 
k produc- 
o continue 
ilated to 


lirements 
Mass Transportation 


8 Operations-wise the transit in- 


s in better shape than it was 


f World War II Op- 


more new equipment 


outbreak ¢« 


nd to buses and trolley 
vaaches mez more flexibls 
nent. The 
ter understood 


Since the last 


equip- 


industry's defense is bet- 


war riding has fall- 


en-off, costs (chiefly wages, which 


65°, of operating costs) have 
isen and profits have virtually dis- 
appeared. Without war, transit’s ma- 
jor problems will be merchandising 
its services, securing higher fares (o1 
zone fares), achieving better public 
appreciation of its importance and 
securing better traffic conditions 
In the event of war, its problems 


will be flattening peak loads with 


staggered hours, getting the story of 
its essentiality to those in authority 
maintaining 


adequate manpower, 


getting enough vehicles and parts 


and getting adequate fares ap- 


proved 


Advertising takes a look 


ye 4 





tion and space costs have caused us 
to seek ways of keeping costs down 
and reaching more actual custom- 
ers 

to clients has 


Our general advice 


been to become more selective 
, 
with copy and media ¢ mployed pri- 
, 
ch people now actually 


WALTER WEIR, presi- 


Russell T. Gray, Inc. 
® As of today it looks to us as though 
the bulk of our advertisers are mov- 
ing into a program of the mainte- 
nance of brand name and the holding 
of market positions for future sales 
effort. By and large they are expect- 
ing to find themselves either with 
one customer or with consumer mar- 
kets cut to 30 or 40 

budgets are 


Advertising either 


equal to or create! than last year 

The situation on materials is caus- 
ing a great deal of hesitancy and un- 
rest amongst dealer organizations. In 
most of our lines the export market 
appears to be completely out of the 
picture due to the inability of the 
manufacturers to supply equipment 

I would not be surprised if we saw 
some government imposed advertis- 
SCRIBNER, 


ing controls..H. A presi- 


dent 


The Buchen Co. 


# A month ago Washington was talk- 
ing about an 85° civilian economy 
Today it is talking about the 65% 
What it will be 


talking about in spring is anybody's 


civilian economy 


guess. The one obvious thing in the 
situation is that there will necessarily 
be many changes of direction and 
advertising 


WALTHER 


emphasis in industrial 
campaigns during 1951 


BUCHEN, president 


The Fensholt Co. 


® Since industrial advertising ex- 
penditures tend to follow the curve 
of industrial activity, there is no im- 
mediate pressure to reduce advertis- 
ing budgets. The space rate increases 
are more palatable now to advertis- 
ers than they would have been in a 
stiff buyers’ market 

costs, in 


Advertising production 





the industrial field, are usually high 
in terms of “percent of space costs.” 
Therefore, there is still a tendency to 
re-run good plates to reduce produc- 
tion charges. In spite of what may be 
said for the effectiveness of repeated 
advertisements, our industrial pub- 
lications will lose much of their 
sparkle if a large number of adver- 
tisers indulge in a monotonous rep : 
tition of their best attention-getting t oma k e i) usiness 2) a 2) er 
advertisements 
Advertising budgets for 1951 are e ° 
going up..to cover rate increases a | ¥ CTF i 1sin o a OR & k 
and higher production costs, and to ; 
help advertisers retain their trade » ' 
positions harder for you! 
While changes in old products will 
be announced during the coming 
year, the advertising of strictly new 
products is likely to be conspicuous 
by its absence..a. H. FENSHOLT 


president 


John Mather Lupton Co.., Inc. 


s Billings of present clients will be 
substantially larger in 1951. We ex- 
pect to have serious personnel prob- 
lems due to the draft. To date there 
has not been much of a swing in copy 
approaches from normal hard-selling 
tech niques 

We do not find in these larger 
budgets a situation which demands 


new reasons for advert sing or the 


There’s practical help with the vital problem 
of advertising in today’s markets in “Why 
Advertise in Business Magazines in a Re- 
stricted Economy?” This new McGraw-Hill 
booklet discusses many wider and more in- 
tensive applications . . . contains a “Methods 
Chart” for the Business Paper advertiser . . . 
and a check chart of jobs advertising can do 
today. 


McGRAW-HILL 
PUBLICATIONS 


330 West 42nd Street, New York 18, N. Y. 


addition in any serious proportions 
of new media. Few industrial adver- 
tisers have been over-advertising mm 
the last few years; consequently, 
budget increases will serve to bring 
up appropriations in most cases 
neearer to app ‘oprite figures JOHN 


MATHER LUPTON, president 


Shrout Associates 


® 1951 will see slightly larger budg- 
ets due to the increase in space and 
production costs. On the whole budg- 
ets will be planned normally, budg- 
et increases reflecting expanded pro- 
duction facilities and increased ad- 
vertising costs for the most part 


Copy and media will vary to some 


~~ 
M°GRAW-HILL & 
er FOR BUSINESS 


degree. The more intelligent plan- 
ners are analyzing products for dol- 
lar protit margins, ease ol production 
and availability of material . . fringe 
products and low-profit hard-to- w. 


produce I n A suffer drastic 
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The kind of vears that Sales Man 
gers really like big vears. The 


broader tl 


yver the vear, the Tr 
mile Take 
g example. He's Sales Mana 

Ivel ¢ 


cesigner and 


Ben Green as a beam 


onstruction ( 
builders 
' 
Ivel's big 
ere S a ver) 
ntonp 
Purt pi 


ennivies tt 





ENVELOPES 
ALBUMS 
SPECIALTIES 











Specialties from sheet 
acetate — Credit Card 
Holders, Shop Cards, 
Badges, Passes, to 
your order. 


GLENFIELD PLASTICS, INC. 


33 DE WITT STREET 
BEAVER FALLS, NEW YORK 


Basic programs will be designed to 
JAMES E€E 


be extremely flexible 


SHROUT 


The Jaqua Co., Advertising 
® The war situation for our clients 
definitely calls for different copy ap- 
proaches, and in some cases defini 
ly different markets 
sult different med 
ire not part cularly af- 
ted I y the seller's market in terms 
educing their 


over-alt 


budget. In most cases it's about 


e n some cases tl is tm- 
ao av a change m 
ipnasis 
" 


iots more wi 


sing under the 


" 


od nd the sellers’ market 


JAQUA, executive vice -president 


Gray & Rogers 
® The starting 1951 plans for our in- 
accounts will, in the main 


yf 1950 plans. What 


iustrial 
itinuatior 
in basic themes 


i the veal 


will depend 
extent of war restrictions 
The composite attitude of ou 
laissez-faire 

Rather, it 


seems to be a determination to meet 


clients is neithe« one ot 


m ne ot indecision 


contingencies as they arise, and not 


to be influenced immediately by pre- 

dictions of ther 
Appropriations are generally high- 

er because 


f higher production and 


space costs, the addition of other 
media to publication lists, the intro- 
i of new products, the tapping 
arkets, and just plain, nor- 
growth .. JEROME B. GRAY 
Van Auken, Ragland & Stevens 
es The manufacturer 


wh ch 


sing prot lems look 


du rable goods 


foday faces many problems 


1rison. His course in 


y " nla ” “J +b 
r sing is plainly markec 


I I yy er- 
perience in World War I 
the exact 
re 1939-45 pe riod is to be 
It does mean that the val- 
rfising toa durab e goods 
been aemon- 
elim nating 
port 
acturer fails to ad- 
war or emergency 
follows a direct adverse 
ne 


ttional economy. Cost 


e non-advertiser of catching up 


greatly exceeds continuing expe nd 7 


re for advertising 


So-called goodwill advertising that 


s static will be looked 


upor with 


} 
growing disfavor Advertising will 
do educational jobs such as dissem - 
nating information on correct main- 


tenance procedure, machine opera- 


tion, new methods, etc. . B. F. STEVENS 


partner 


Oakleigh R. French 
and Associates 


® The 1951 budgets for 


major clients carry a substantial in- 


most of oul 


crease over 1950 budgets. First of all, 
there’s an average increase of 10 to 
12 in space costs 

Many 


budgets said 


1951 


realize that in 


clients in 
‘You 


view of the anticipated shortages of 


approving 


steel, zinc, copper, aluminum and so 
on we may be forced to change copy 
ideas 


appeals and merchandising 


drastically and it may be neces- 


sary to reduce this budget substan- 
tially 

Greatly increased produc tion costs 
will make it necessary to repeat ad- 
vertisements 

This was necessary in 1950 and, to 
some extent, in 1949. From the stand- 
point of both inquiries and reader- 
ship studies, such repetition has not 


been a handicap..OAKLEIGH |! 


FRENCH, partner 


Fred Wittner Advertisirg 
= The 
signal “the return of the seller's mar- 
There is no 


parallel here with the job that con- 


war situation does not merely 


I 


ket in many industries 


fronted industrial advert sing itm the 
1941-45 war years. Then the United 
States had allies whose combined in- 
dustrial and military manpower far 
outnumbered the enemy's. In 1939, 
we had 9,500,000 unemployed to 
throw into the industrial scales. To- 
day the biggest deficiency of the na- 
tions arrayed against Communism is 
manpower 

Industrial advertising as a national 
communications link must help marke 
up for this manpower def crency The 
approach we are recommending is to 


be informative about products to 


present facts about methods and 


techniques; to educate 
There is no room for the advertise- 


Indus- 


must 


ment with mere eye appeal 
1951 
FRED WITTNER 


trial advertisements in 
render service 


CONTINUED IN FEB. ISSUE 


Industrial M 





on. 
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The following changes in 





hb 





paper 
specifications have been announced since 
the Market Data Book number of Industrial 
Marketing went to press. 


Chemical Industries 


Explosives Engineer 


Industrial Equipment News 


Metal-Working 


Milk Plant Monthly 


Olfice Appliances 


1949 Advertising Gains and Losses 





GAS « Goined 7) Aavertiing Pages 


AMERICAN GAS JOURNAL 

© Lost 33 Advertiing Pages 
GAS AGE 

© Low 7! Advertning Pages 








F 
More and more advertisers are 
turning to GAS for complete 
coverage of the Gas Industry 


IN 1949—GAS was the only publication in the Gas 
Industry to record a gain in advertising. 
75 new advertisers were added who did not 
appear in GAS in 1948. 
66 advertisers used GAS exclusively in 
preference to other gas publications. 


IN 1950—GAS shows a gain in advertising 24% greater 
than 1949 for the first six months. 


There must be a reason:— 
GAS reaches only real readers with real buying authority! 


94.7% VERIFIED READERSHIP REVEALED BY SURVEY OF 
TYPICAL INDUSTRIAL AREAS. PITTSBURGH, PENNA. 


Out of « total of 42 contre tied subscriptions in the area, 
verified Readership 37 answered “Yes, we are fisding GAS useful, and wish to 
of Controlled continue recerving it.” 3 sulscriptions were dropped from 
; our circulation list—1 “not read, not wanted” and 2 
Circulation “no longer with company”—and all 3 were replaced by the 
88.1% distributor with names of the new buying euthorities in 
the gas companies concerned. 





Verified Readership GAS has 53 paid subscribers in the area, verified at regu 
of Paid Circulation lar intervals by their renewals of subscriptions at full 
100.0% basic rates. 
© 





TOTAL SUBSCRIPTIONS IN PITTSBURGH ... 95 
Verified Readership — oe! ie ee . 94.7% 


HERE IS HOW GAS’ READER VERIFICATION WORKS 

. 6 months efter @ Controtied reeder 2. If the answer te sither of the sbove 

is edded, ond every 24 months questions is “No,” thet reeder ts 

thereafter, he is osked the following promptly dropped from the circule- 
questions tion 

A. Are you finding GAS useful? 

Yes___ Ne__ This guorentees to the advertiser 

B. De you wish to continue receiving 100% lwe circulation — circulation 

GAs? = free of unread copies—and tree of 

_ o deadwood in the shape of copies go 
Non-Readers ore Eluminoted ing to those who hove left the field 


Get the Facts, write for 80 page booklet “Gas Verified Readership” 











Total Circulation more than 7000 
monthly ...More Circulation than 
any other gas industry publication. 











See Te f 
Sell Jel 


- «+ WITHA 


caplaymaster 
the Ring Binder that 
STANDS, SITS 
or LIES FLAT 


to get your prospect's attention 


* Also 100s of other items. 
SEND rotver 
Sates Jools, Fue. 


1226 West Madison Street 
\ CHICAGO 7, ILL. 








IT PAYS 


to advertise 
in a publication 
where the audience 


pays to see you... 


See McGraw-Hill advertisement 
on page 161. 


In recognition . . 


10 Create a better y wid 


function as related to business 
7 ent. 








Industrial Advertisers in ‘51 








MARTIN 


ADVERTISING AGENCY 
Where Businesses Grow 


5-Y East 40th St. New York. Member AAAA 


. . 
P. hotography . Repotiny 
Assignments covered trom coast to coast tet 
Advertising. editorial and research purpeses. 
Write for book/et 
SCKLES Puoto. servic? 


38 PARK PLACE, WEWARK 2 a4 


ast years predictions 
planned to use more di- 
tional space 


More than 19 plan to introduce 


business papers 


new products, and 13 
vate new markets 
A substantial 14 ot those pal 
n the 1951 survey expect- 
more money tor cata- 


oduct desc iptior litera- 


what 1951 and 
ill bring in the 
advertising and 
ly high as e€Vi- 
the fact that more than 
les and advertising man- 


icipating in INDUSTRIAL 


MARKETING’S survey took the time 


o write detailed and 

letters 

are excerpts from let- 
tten by well known execu- 


n all fields of industry 


The Frank G. Hough Co. 


yet we have not altered our in- 


ial advertising approach... We 


shall undoubtedly do more from 
a prestige and service standpoint, 
showing our customers how to use 
their equipment to greater advan- 
tage, pointing out our wide sales and 
service facilities throughout the 
world 

In regard to current and expected 
increases in production and space 
cost, we have only pointed them out 
to management, and have not made 
this our major selling point for an 
increased budget. Our budget sell- 
ing point is constructed completely 
around “the job to be done” rather 
than a percentage of sales 

We will increase our advertising 
conside rably 


appropriation more 


than 50 in 1951 


E. F. Houghton & Co. 


s We can see a probable gross sales 
nerease of 25 in 1951. Orders are 
backlogged on certain items 
che e raw mater ils are scarce 
up to four months as compared to 
20 or 30 days’ del ery a year ago 
There is no reason to cease adver- 
tising merely because ot these con- 
ditions, which may be only tem- 
porary 

We have long-range objectives in 
our general promotion of processing 


materials, which should be adhered 


Industrial Marketing / 158 





to despite shortages. It is possible 
however to shift major campaigns 
to product jroups on wh a h we can 
make quick deliveries There is 
ilso an educational job to be done 
fo assist industry in solving process- 
ng problems caused Dy war de- 


mands 


Our 1951 budget will probably be 

to 10 higher than in 1950. This 
ne ase will largely be needed to 
ntroduce new products In some 


cases | t i e ust not 


Clark Equipment Co. 


s War demands or 
tion demands, as we preter 
gard them have not yet impelled 
marked changes in our industrial 
adve rtising approat h We shall 
continue to maintain a buyers- 
market” attitude toward our cus- 
tomers and prospects in our adver- 
tising, sales and promotion ap- 
proaches 

Our advertising budget has been 
boosted to a considerable extent for 
1951. Rising costs of space, produc- 


tion of advertisements, etc., ar 


sponsible for a portion of the budget 
increases, but expanding markets, 
prospecting potential markets, intro- 
duction of new machines and new 
models larger objectives are re- 
sponsible for a major portion 
Where rate increases are within 
reason where they are compatible 
with results, we are accepting them 
Where increases seem to be out of 
proportion to a publication’s value, 
we are removing that publication 


from our schedule 


Remington Rand 


® Activity in Korea in July and 
August resulted m advance buy- 
ing by many business organizations 
based on their experience during 
World Wer II when many items of 
office machines and equipment were 
not available On many products 
deliveries of 30 to 60 days were ex- 
tended to 120 days and more 


While this “scare” buying has 


159 / January 1951 


sustained yield* 
for advertisers in 
THE OPEV IIB ER WLAN 


LEADERSHIP IN 
editorial policy 
editorial personnel 
circulation 


advertising value 








HE nation’s toughest prov 
ing ground for machinery, 


equipment supplies and 


services is the forest products industry. Lumber, logging, lumber 
products in their various forms, are big business; call for big pur- 
chases; demand big performance results. 

The open door to buyers in the industry is THE TIMBERMAN 
It has been so for 51 years. This international lumber journal is a 
respected friend and a reliable guide to what is new and good in the 
ever changing forest proclucts field 

THE TIMBERMAN is more thorough in editorial policy and 
coverage; more complete in service; it offers more audited paid circu- 
lation and more advertising value than any other journal in its field 

For sustained business yield in one of America’s top spending 
industries. place a sustained promotion schedule in THE TIMBER- 
MAN 


*H rite jor the handsomely illustrated 36-page brochure 
“Sustained Yield” which tells the complete story of the 
western lumber industry and its vast purchasing power. 


7 PIM BERMAN 


y An International Lumber Journal 
519 S.W. PARK AVE., PORTLAND 5, ORE. 
BRANCH OFFICES: NEW YORK, CHICAGO, SAN FRANCISCO 


Also publishers of WESTERN BUILDING, rhe light construction journo! of the WEST 





“We think you are 


entitled 
that we have fc 


better value per dollar “Pp 


to know 
1 your paper gives us 
for adver- 
ny of the other five chemi 


eal papers which we use for advertis 


tising than 
ing” is the unsolicited opinion of 
VR. D. H. JACKSON, General Manager 
of CROLL-REYNOLDS COMPANY, 
INC. He continues, “We have already 
traced some direct busines« to negotia 
tiens which started from adve rising im 


your paper.” 


Mr. Jacks f ner are 
of the eApress« d 
tives who have 


typical 


of many execu 


vd that 


CEP SELLS 
THE PROCESS INDUSTRIES! 


PAID 
CIRCULATION 
of 

EP 
has doubled 
in 
3% years 


REACHES 
the Han in Responsible Charge 
120 East 41st Street, New York 17 





Elected by Rheem 


Clifford 


charge of « 


Coons, vice president in 

es for Rheem Manufacturing 
New York, manufacturers of 
ippliances and steel -hipping 
has been elected a director of 


Company, 
household 
containers 
that company Mr. ¢ ms and 261.580 
other men of action throughout American 
read The Wall Street 


bu-ine-- Journal 


daily 





and expected 


healthy 
Sales during 1951 


ncrease 


se untiess Te- 


Produc tion Au- 


World 

equ p- 

mitation 

of scarce 

vecame ap- 

could not be 

efficiently nor 

tary product on be initi- 


completed without many 


ecords \s 1 result materials 


made available 


ld War Il 


before the end 


t 


of Wo 


Schwitzer-Cummins Co., Ventilating Div 


® We expect our 1951 sales to in- 


ly 25 War de- 


basi 


approximate 


nands are 


not changing our 
ndust! 


al advertising program. We 
] 


ll intend to advertise in the busi- 


ness papers as we have in the past, 


however there is some switch again 


towards fans on which we would 
the war situatior 


leve op and materials 
asingiv scarce 
Allis Chalmers Mig. Co 


} 
lead us to 


new cor ipproaches We will 
idvertising appropria- 


Oo 1951. The 


y be used to meet rising space 


rease our 


” 
ncrease wrt 


productior costs in order to 


it the same level 


not ptanning any 


methods or me- 


%t anticipate any altera- 


our industrial advertising 


We are 


meeting current 
ncreases in advertis- 


ng production and space costs by 


production procedures and 


material already made 


ing purposes 
ur increased adver- 


will be chan- 


led into more direct mail and 


product bulletins, although some of 


it will be used to sustain higher ad- 


vertising costs and approach new 


markets with advertising space 


Radiomarine Corp. of America 


se The present war demands are 


! - «a 
causing no alteration nm our copy 


approaches with the exception of the 
fact that our pleasure craft adver- 


tising is being curtailed and com- 


mercial equipment advertising 8 


being increased. We are meeting in- 


creases in advertising costs by strik- 


ng a happy medium between a 


’ 


budget increase and a slight curtau- 


ment nm space 


Hyster Co. 


® War demands are causing an al- 
teration in our industria! advertising 


insofar as to 


copy approaches only 
indicate a trend toward institutional 
type advertising and name building 
1951, 


will be to sell the company and its 


promotion. In the big thing 
good name and keep it sold until 


such a time as we return to a 
ouyer’s market 


We are 


increases by retrenchment and more 


meeting advertising cost 


careful consideration of media, and 
by a reduction in space advertising 
all this in the face of the fact we will 
have a larger dollar budget in 51 


Norton Co. 


8 No alteration in industrial adver- 


tising copy is anticipated with a 


few minor exrceptions We are 
raising our budget to meet the in- 
crease in advertising and space costs 
Some of the increased cost is 
for the purpose of advertising new 
products to old markets. some is to 
find new customers for both old and 
new products, while the remainder 
is for more industrial advertising of 
and 


the Norton name. know-how 


produc ts 


Standard Conveyor Co. 


@ At the 


backlog of six months 


present time, we have a 


compared to 





about one month this time last year 
We expect our 1951 sales to go up 
30 to 40 War has not yet af- 
fected our advertising copy We 
are not eliminating any publications 
due to advertising cost increases 
Our advertising appropriation for 
1951 will be increased but only 


f 


enough to take care of advances in 


space rates 


Sangamo Electric Co. 
8 Our backlog has gone up trom 
three months to fifteen months In 
our opinion more than half of this 
backlog will be cancelled because of 
future NPA restrictive orders We 
expect commercial sales to go down 
40°... military sales to go up 100 
Our ndustrial advertising copy 
approaches will be altered en toto 
We will meet advertisir g 
creases by comparative 


budgets and more restricted 


color space advertising 


George Gorton Machine Co 


® The shadow of war naturally has 
made a change in our industrial ad- 
We are now 


to better 


vertising approach 


telling the story of how 
production on items which 
contribute directly or indire 
the war effort 

We will meet increased advertis- 
ing production costs and space costs 
as they come, just as our company 
and we as individuals are meeting 


increased costs on everything 


New Britain Machine Co 


machine tool ndustry has 


® The 
been plugg ng 


away for the st two 
years on an advertising and sales 
campaign devoted to the theory that 
ré plac ement of obsolete equipmer? t 
s the only way to get more goods 
for more people at less cost 

Within the last six months, this 
campaign has been paying off 
with a terrific influx of orders. Ever 
though t would seem apparent that 
these orders are due to the wa 
scare, such has not been the case 


On top of this we will get 7 


in a publication 


where the audience 


McGraw-Hill Publications 
reach the greatest paid 
audience of business 

and industrial buyers 

in the world. 





Basic circulation principles are discussed in a new 
McGraw-Hill booklet, “Intrinsic Values of Paid 
Circulation.” Ask your McGraw-Hill man for your 
copy, or write us on your business letterhead. 


McGRAW-HILL 
PUBLICATIONS 


— — 
330 West 42nd Street, New York 18, N. Y. 


- . 
. 
FORO OSE O OOS E OOOO EE EEE E EOE SEES EE EEEEEEESEEEEEEEEEE ESOS SEES EEE EESE® 


. 
. 
. 
. 
. 
. 
7 
i 
. 
. 
. 
7 
. 
. 
. 
. 
. 
7 
. 
. 
7 
. 
. 
. 
. 
. 
. 
. 
+ 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 








@ Read by more coal mer- 
chants — more coal sales 
executives in the coal in- 
dustry than any other coal 
publication. 
CHICAGO 
nhattan Bldg 


NEW YORK 


A . 
W ‘ 


wears the leading 


he coa ndustry 











WHAT'S GOING ON? 


Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicicy, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services 

Ask for New Booklet No. 50 
“Magazine Clippings Aid Business” 


BACON’S CLIPPING BUREAU 
rr a | ee es 
Consumer Magazines 

Dearborn St. Chicago 4 


wi ipa 


A Jouroal of (Constructive Help 
o Sheet Metal. Ventilation 
Cendivioning Warm Alr 


343 Se 








“SNIPS” 


fer Ferthe 
Date See 
Merket Date 





Seek asd 
Send ter 


SNIPS MAGAZINE 


5707 W. Lake St.. Chicage 44, 10 


Our CCA 
Reoert 








tt Your 
Fingertifir..... 


MEDIA AND MARKET 
FACTS FOR BUILDING 
YOUR 1951 SCHEDULES 


see the 488 pages of data 
covering 85 primary markets 
— specifications, rates and cir- 
culations of the 2,400 busi- 
ness papers serving U. S. and 
Canadian industry — and the 
factual presentations of 200 
leading publishing organizations 

in your 


1951 INDUSTRIAL MARKET 
DATA BOOK 
NUMBER 











orders which will increase our 
backlog to an almost fantastic de- 
gree our present backlog is about 
year compared to almost none a 
year ago 
War demands are not causing any 
ippreciable change nm our copy The 
dvertising committee of the Na- 
tional Machine Tool Builders 
to stabilize 
promot or 
id isiry We are 
program 


long range 


at copy we run 


today 
ential he ping metal 
itives decide what to 


from now 


Continental Foundry & Machine Co 


® We expect 1951 sales to be 15 


1950. We 


in copy 


above anticipate 


approaches be- 


war demands Increased 


osts w be covered by 
reased budget. There wil 
] scrutiny of layouts to 


ng and type costs 


Some advertising 


repe ated 


Témprite Products Corp 


® We expect 1951 sales to surpass 


1950 } 3 5 The war de- 

j ave thus far en- 
caused is to 

id (wTtising ap- 


proact >» expect to meet advertis- 


ng cost ncreases by means of an 


ncreased budget. The anticipated in- 
7 


crease u e used to ntroduce new 


products and to tap new markets 


Cooper Alloy Foundry Co 


® We are altering our copy approach 


to build long-time reputation, rather 


than sales inquiries. Our advertis- 


ing for 1951 will be much heavier 


on the technical side, steering clear 
of the “If-you-need-it, we-have-it 
come-and-get-it” approach 

The increase in our appropriation 


ill go toward market research, the 


extension of our valve clinics, and 
an extended distributor relationship 


program 


New Holland Machine Co. 
s Provided materials are available, 
business should be 
1951 Mostly 
through the 


our volume of 
somewhat higher iv 


this will 


come about 
nereased mechanization of farming 


not as a result of 


the general 
world situation 

Our advertising appropriation has 
been increased Magazine space 
rger more frequent and 
tions. New emphasis 


} 
year-iong pro- 


Seidelhuber Iron & Bronze Works 


@ War demands are not causing any 


alteration in our industrial adver- 


tising. We 


vertising throughout 1951 


ntend to do more ad- 
The only 
way we can meet current increases 
+} 


in advertising cost is through co- 


operative dealer and supplier ad- 


vertising 


Producto Machine Co. 


8 Our backlog is about 


present 


three times greater than this time 


Sales 


the present high level at least, with 


last year should remain at 


1 good prospect of a 25 increase 
War demands are not causing us 


Oo make any changes m our indus- 
it this time. We plan to 


llest extent 


triat copy 


ts fu 
American Brake Shoe Co. 


® Our backlog has increased about 
two and one half times over a year 
ago. From the past war. we learned 
that even though business was ex- 
ceptional, we still had competition 
and we therefore are not changing 
our copy approach 


We are 


by higher advertising budgets, but 


meeting increased costs 
more by attempting to cut down on 
the number of ads prepared and re- 


runs. We will give salesmen more 
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picture of a 


and better selling aids in the form 


of case histories 


e 


Niagara Filter Corp 


® We expect 1951 sales to go up by 


at least 20 if we can get sufficient 


materials We are meeting in- 


in advertising costs by more reader 


analysis of media particu- 


from the star dpoir tf of maquiry 
as well as by reducing the Readers of the lron and Steel Engineer are a satisfied 
ts. and in rta group because the editorial articles appearing in this 
cases replacing business papers by No. 1 publication of the steel industry are actually 
requested by them. It keeps them abreast of ‘‘what's 
going on” in the industry. The advertising pages pro- 
vide ideas for cutting costs, improving efficiency, and 
for increasing production in their plants. Are you reach- 
ve decreased ing these diligent readers who are the important buyers 
in this billion dollar annual steel mill market? Get the 
Iron and Steel Engineer facts today. 


»f spac r 
‘ space un 


direct mail. We plan to repeat ads 
more 

Our advertising appropriation will 
} 


Rubberset Co 
Write for N.1.A.A. Sales Promotion 


® The “sales bulge” in our business * * e e 


brought on by the Korean situation 


came in July and August. Our pro- 


1010 Empire Building 
Pittsburgh 22, Pa. 


duction has just about caught up 
with this increased demand and we 
expect to go into 1951 in a pretty 
current position 

We will give less consideration to 
prestige adverti:.ing and more to the 
type which is more closely allied 
to merchandising. Our over-all ad- 
vertising budget will probabiy be 
considerably larger We forecast 


10 more sales 


Kennametal ’ j ‘ hi - 0 a 

: ) Everything F.0.B. 

® 1951 sales will be up at least 25° tial 3 , 

Demands are forcing us to more . but the model 
ees 


service copy, less product-sell copy 


To meet current advertising cost in- 

creases, we are increasing our bud- SHowN Here is the packaged solu basic types, each varying in design 
tion to a number of exhibit prob and size to fit special needs. If you 
lems. It’s the self contained exhibit like, we'll design and build an 
about 12° higher IveLPAk — our answer to low bud IveLPak to your individual specifi 
gets small space ind secondary cations. And a of the basic mod 


showings els can be rented as well as bought 


get. The 1951 appropriation will be 


LPAK arrives complete your Bought or rented, Ivecpax’s the 


Barry Corp. 


nar trademarks copy most satisfactory answer to exhibit 
w scheme all built-in. You problems in any case 
s We expect a 25 increase in sales can appear ten minutes before show Ivecrak helped make 1950 Ivel's 
for 1951. We are definitely increas- time, swing back the side panels biggest year because it was so 
: p plug in the lighting and you're keen successful for so many exhibitors 
—_ = advertising apprepeaen competition at an) show Were you one? If not, send for our 
The increase will be used to intro- The Iveipak shown in the active IveLrak catalog and while you're 
mail, service of the Carrier Corporation is — about it ask for our “Handbook of 


duce new markets via direct 
Our our W-1 model. One of the three Selling in Three Dimensions 


and to open two new markets 


entry into new fields will require 


IVEL CONSTRUCTION CORPORATION 


DESIGNERS AND BUILDERS OF DISPLAYS AND EXHIBITS FOR TRADE SHOWS AND CONVENTIONS 
96-22 43rd Avenue, Corona, New York City 


the use of business papers in which 
we have not previously advertised 


TO BE CONTINUED NEXT MONTH 





Our Readers 
NEED, 
WANT 


BUTTER CHEESE 
MILK PRODUCTS 


No other industry is so consistently pub- 
licized, so rigidly controlled by health 
boards, so widely inspected by the pub- 
lic, and as @ result so progressively 
maintained as the dairy industry. And 
because milk and milk products are nec- 
essary in the humen diet and in demand 
during any economic condition, deiry 
plants are always eager TO BUY... 
ALWAYS ABLE TO BUY. 


WHY OLSEN PUBLICATIONS? 


Each Olsen Publication is tailored to a 
particular phase of the dairy industry. 
Each has the largest circulation at the 
lowest cost per thousand. ABOUT 75% 
OF THAT CIRCULATION IS IN THE 
“BUYING ZONE plant owners, 
managers superintendents, etc » men 
whose principal interest is their business 
and how to make it more profitable. 
That's why Olsen Publications 

afford a plus-velue in r 
quality, reader-response and 

reader-purchasing power. 

WRITE FOR MARKET DATA 


THE OLSEN PUBLISHING CO. 
Publishers for the Dairy 


45 WN. Sth St.. Milwouvkee 12 


Industries 


Wis 





For 


Index to Advertisers 


Refrigerat 


Engineering 
Engineerir 


Indus 


Detailed 


Reference 


Data 


See 


THI 


Steel Engineer 


action Cx 


Bluebook 
atalog and Buyers 
Engineering & 
F lew 
Marsteller ¢ The 
Martin Advg., Agenc;s 
*Materials & Methods 
w-Hill Catak 
raw-Hill Publishing Co., Inc 
138, 148, 149, 150, 155 
nical Engineering 
Progress 
*Michigan Contractor 
*Mid-West Contractor 
*Milk Dealer 5 
*Milk Plant 
"Mill & Fact 
"Mining Catalogs 
*Mississippi Valley ¢ 
"Modern Packaging 
*Modern Plastics 
odern Railroads 
Modern Railroads 


and B 


tilder 


Publishing 


onal Butter & Cheese . 
ional Business Public 

i al Industrial Adv 
onal Milk Publishing Ce 
mal Provisioner, The 
England Construct 
ent 


qyuly Digest 


Parade 
chteler & Ce 
an Publishing Co 
Pulp Catalogue 
Industry Formerly 
Industry and Paper Wor 
b. Co 
54-55, Insert between 
SSINg 


LRE 


lanical Enginee 
and 


The 
geratin Engineering 
old Publishing C 


> 
t 


ower and Industr 


lilder & Contract 


one Engineer 
tor 


nberm: 
Waldie 

Wall St 

Warren 
“Western Builder 
*Western Industr 
Wood Product 
World Oil 


WARKET DATA BOOK NUMBER 


Insert Between 


g Service ird 


158, 161 


6 


64-65 
84-85 


a? 


73 


pond 





IT TAKES CONSTANT 
POUNDING TO MAKE 





YOUR SALES POINTS 


penetrate 
the electrica 


market... 


pounding, pounding 


yenetrate in highly com- 


advertising in you 
selling. But, you can also 

nts —and many others, at the 
buy, easily and at little cost 

g information on your prod- 
-Hill Evectrricat Cataocs for 
t to reach (Product Engineers, 
nd Wholesalers rlectric 

s convenient source of 
dvertising month-after- 
nail A line of 

y in will 


s Ulree 


yur sales points 


the cost is low 


ng your product data 
Sales Manager and 


For rates, see STANDARD RATE & DATA SERVICE and MARKET 
DATA BOOK 


SELLERS 
BUYERS 


TEXTILE CATALOGS 
MINING CATALOGS 


ELECTRICAL CATALOGS 
BUYERS a aL 


SELLERS 





CIRCULATION PURITY 





Can an Industrial Magazine 


Overdo it? 


Read this study and you will 
see why Mill & Factory 
is now No. 1 in its field 
when industrial marketers 
ask their customers and prospects, 
“What trade papers do you read regularly?” 


Write for your complimentary copy. 





ie : e 
Conover-Mast Publications, Inc., 205 East 42nd St., 
New York 17; 737 No. Michigan Ave., Chicago 11; { & ac O] y 


Leader Bldg., Cleveland 14; 5478 Wilshire Blvd., Los 


Angeles 36; 4552 Rheims Place, Dallas 1. 


A CONOVER-MAST PUBLICATION 





